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THIS KNIFE CUTS DOWN 
SALES RESISTANCE WITH 
rive GWT STROKES 


1. Immaculate polished surface. 
2. Perfect mirror finish over the entire blade. 


3. Stainless and non-corrosive blades, made from the 
finest stainless steel, free from all impurity or 


foreign matter. 
4. Retains cutting edge longer than any other blade. 


5. Made with new French shape blades . . . bringing 
new beauty and balance. 


You have an irresistible sales story in these new 
1847 ROGERS BROs. hollow handle knives with mirror 
finish stainless steel blades . . . The «beauty story” 

which justabout tells itself to your customerat first glance. 


The “practicality story” . . . five fast selling points 
that can’t be told of lesser knives... The “quality 
story”... in the name itself. It’s been driven home to 


housewives for 82 years! ... General Offices: Meriden, 


Conn. Salesrooms: New York, Chicago, San Francisco. 


‘1847 ROGERS BROS 


SILVER PLATE 


4 » 











HARDWARE AGE, <8 weekly by the IRON AGE PUBLISHING C:&., 239 West 39th Street, New York, N. Y., U. 
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Made in 10, 13, 
16 and 20 oz. 
weights. 


SUPERIORITY PROVEN BY 
GENERATIONS OF USERS 


The quality and superiority of Vaughan Tools is a fact 
proven by the test of time. In the beginning good, they 
have been constantly improved year by year until today 
they are acknowledged leaders in the toolmaker’s art. 


VAUGHAN’S 
VANADIUM HAMMER 


drop forged from a solid bar of Vanadium Tool Steel 
and heat treated by our special process has the tremendous 
strength and endurance to withstand hardest usage. 


An easy, comfortable, graceful handle to grip—no tiring 
of wrist or hand. 


Patented Expansion Wedge adds 900 Ibs. pulling resist- 
ance. A greater value for the customer and a greater 
‘profit for the dealer. 


—_- 
Vv 


VAUGHAN & BUSHNELL 
Py = = Toots 


Zil4.Carrett Ave.. Chicago, AUS USA 
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HIGH SPOTS * * * * 


of Eveready’s Bi¢ Summer 
Drive to sell more Flashlights 


EVEREADY 


FLASHLIGHTS 


(Newspapers and Magazines) 


“Happy Hoitiways AHEAD’—but without an Eveready Flashlight there’s a chance for mis- 
fortune and accident. That’s the story put across in Eveready vacation advertising. Every 
person planning to go away will realize the truth of it! 

On June 30th alone, 20 million people will read this message in a full-page color smash in 
The American Weekly. Millions more will be reached through The Saturday Evening Post, 
Better Homes &@ Gardens, and The Country Gentleman all during the vacation season. 


*% *& *& Window and Counter Display 


These are yours for the asking. They are signs of the times — they carry the vacation idea. 
In your window and on your counter they'll link sales with the advertising. You can’t get 
around it—it’s been proved too often—that store display makes advertising pay. 


Tie Up with this Campaign 


A full-size reprint of The American Weekly ad, streamers, and display material will be mailed 
to you before the advertising breaks. Use this material in your window to identify your store 
with this biggest seasonal drive ever put behind a flashlight line. Have Eveready Flashlights in 
your window and on your counter, particularly Nos. 2697, 2645, 2671, 2605, 2604, which 
are featured in the ads. Also show displays Nos. 1 and 20—the new 49c pocket light and the 
colored lights. 

During this summer, 20 million motorists will be touring and detouring. Every one should 
have a flashlight. Two million boys and girls go off to camps and summer schools — flash- 
light prospects, every one. The whole nation will mark its calendar and plan to go away. All 
these millions of vacationists should be buying flashlights. Here’s a whale of a market to shoot 
at! A whale of an opportunity for wide-awake Eveready dealers. Check-up on your Eveready 
stock. See your jobber. Make all the money you can from this campaign! 


NATIONAL CARBON COMPANY, Inc., New York, N. Y. 


Branches: Chicago Kansas City New York San Francisco 
‘ Unit of Union Carbide WCC and Carbon Corporation 
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Prices and Capacities 


Fig.2085, Deming‘“‘Marvel’”’ 
Water Systems— 


42 |$106.00 
42 | 112.00 
42 | 153.00 
2 480 | 120] 172.00 
2%| 600 |120] 187.00 


Fresh Water Attachment 
included in these prices. 
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OU don’t see their names in 
newspaper headlines but they 
are title-holders, nevertheless. When 
Osborn Brushes and Brooms leave 
their training quarters—our factory 
—they are ready for sales action. 


Successful merchants sell Osborn 
Brushes and Brooms for sound 
reasons— PROFITS and the assurance 
of customer satisfaction. Any brush 
or broom bearing the Osborn trade 
mark is backed by an organization 
built on high standards of manu- 
facturing and dealer protection. 


iE OSBORN MANUFALTURING COMPANY 


5401 HAMILTON AVENUE - CLEVELAND, OHIO 
Branch Offices: New York, Detroit, Chicago, San Francisco, Los Angeles 
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This is the famous Segal lock No. 666. A twist of the 
key or turn of the knob joins door and jamb with an 
unbreakable grip . . . stronger than the door itself. 
It cannot be jimmied, forced or pried open. Recom- 
mend it to your customers for its super-protection. 
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This advertisement was inspired by an irate customer who 
walked into his dealer’s store with a lock that had been 
jimmied open. Dropping the lock on the counter, he said, 


“This time I want a lock, not a scarecrow!” 


Pretense may fool a crow, but it takes real protection to stop 
a crook. When you sell a Segal burglar-proof lock you are 
selling security. Segal locks ornament—but above all they 
protect. Countless thousands are installed on homes, garages, 
stores, offices and factories everywhere... More and more 
architects and builders are specifying Segal lock-sets 
as standard building equipment. Dealers everywhere 


are capitalizing on Segal popularity. 


Segal national advertising is increasing public de- 
mand and dealer profits. Stock, display and demon- 


strate Segal products. Write for details. 


SEGALLOCK & HARDWARE CO. 


55 Ferris Street, Brooklyn, N. Y. 











SEGA 


Burglar-Proof — 


LOCKS 
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GOOD LUCK 
JAR RUBBERS 


1D very merchant carries ’ 
| two kinds of goods ¢ 


ONE kind is standard brands on which 
a constant turnover is assured at a good 
profit. The other kind is ordinary mer- 
chandise which is always subject to price 
cutting and doubtful sale. 

{ During the past year there has been a 
great deal of price cutting in fruit jar 
rubbers and some cutting of quality as 


well. This uncertain market has resulted 


for many jobbers in lower profits than 








they have realized on jar rubbers for 
several years. Some brands which have 
always been known as standard 10 cent 
retailers are now being sold for 5 cents 
a dozen. 

{Good Luck rubbers show both job- 
ber and dealer a splendid profit because 
they are standard merchandise sold at 
a cceniiaei price. 


¢| The turnover is constant and assured! 








| : aamad THE BOSTON WOVEN HOSE AND RUBBER CO. 


pe MASSACHUSETTS U.S.A. 
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Going SOUTH to Canada 


HERE the great new girders of the Ambassador 

Bridge stretch across the Detroit River a turn 
in the channel places a small corner of Ontario 
south of the United States. When the bridge is 
opened you will go due south to Canada. 














_ It is also of interest to know that the contractor 
—” who is building the huge steel span is the one who 
made and erected the mammoth gates of the 

_ Panama Canal twenty-five years ago. 
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~ “eThe necessary cutting tools for both jobs were 
supplied by Whitman and Barnes. 


In these days of lightning changes, it seems signifi- 
cant that for a quarter of a century, the same con- 
tractor and the same tool maker have worked to- 
gether upon operations so vital to human progress. 


WHITMAN & BARNES 


DETROIT, MICH. 


Canadian Factory: Canadian-Detroit Twist Drill Co., Ltd., Walkerville, Ont. 
To GOs “MR A Boe eS FOR: 78 ¥ EB ARS 
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The Thurston-Seran Hardware Co. of Wewoka, Okla., is the second Duluth equipped store in that town. 
The Smith Hardware Co. is the other Duluth installation there this year. It must pay. 


You cannot draw a picture 


These are the intrinsic values of an article, 
the same as “character” is the intrinsic quality 
of man. 


A man may be “showily” attired, or pretend 
culture, but if it is not there it will soon show. 


A manufactured article has also “character,” 
or, better said, it reflects the character of the 
maker. If this manufacturer is satisfied with 
“looks” only in the article, he can easily make 
it so: make fine looking photographs, etc., and 
so market an article devoid of quality, but ap- 
pealing to the eye. 


On the other hand, utility and quality cannot 
be “photographed.” These must be proven, as 
a “valiant friend” is proven through years of 
association. 


On quality construction Duluth workmen are 
at home—on cheap construction they are at sea. 


of utility or quality— 


Mr. L. Weygand, of Woodhaven, N. Y., writes, 
“There is a great advantage of Duluth paint 
cabinets over all others. They show no signs of 
sagging with the heaviest cans of paint or white 
lead.” 


And Mr. H. D. Sterling of the Dresslar Hard- 
ware Co., Los Angeles, Cal., writes, “The com- 
pleted fixtures were entirely up to our expecta- 
tions. They are perfect in finish and in work- 
manship. We wish to congratulate your entire 
organization for the very excellent manner in 
which they were turned out. On a job of this 
magnitude we expected some mistakes. The 
measurements throughout the job were exact, 
and the fixtures fit together perfectly.” 


Ever up-to-date machinery, and a staff of 
“satisfied assistants” help to turn out the prod- 
uct on which testimonials like the above are 
sent us. 


Write for Complete Information 


Don’t wait any longer to see what the chain store or mail order store will do to your business. 
Get the facts today. Find out just what Duluth methods have done for other stores situated 
similarly to yours. It may mean many dollars to you later. Ask for Booklet A729. 


DULUTH SHOW CASE CO. DULUTH, MINN. 


NEW YORK OFFICE 
101 PARK AVE. 














DULUT 


STORE EQUIPMENT 


CHICAGO OFFICE 
19 8S. LASALLE ST. 
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Goodrich garden hose is made by 
. an improved “high-pressure lead 
press’’ process. This makes the hose 
strong enough to stand a test five 
times the highest city water pres- — 
sure, and resist the forces that make 
ordinary kose kink and collapse 


ce . ll 


(Customers who use this hose 
don’t make complaints 
- »~ they don’t have to 


A quality hose that builds good will and good 
profits. 25- and 50-foot lengths. In the green 
wrapper. ..A Goodrich jobber is near you. 


™ Goodrich 


GARDEN HOSE 



























12 HARDWARE AGE for JULY 25, 1929 











PARAMOUNT! 
During the first five months of 1929 
Advertisers invested more dollars in 


HARDWARE AGE 


than in all other national hardware papers combined 
—plus a substantial margin 








646 
PAGES 


IN THE 284 PAPER 


403 
PAGES 


IN THE 3:4 PAPER 


mn) 188 PAGES fi 


IN THE 4% PAPER 





q Not for five months—nor for one year—but every yar HARDWARE 
AGE publishes more pages of advertising than all other national hardware | 
papers combined. 


q This overwhelming preference for HARDWARE AGE by adver- | 
tisers, expressed in coin of the realm, is a tangible appreciation of the com- 

pleteness, integrity and vitality of its editorial service, coupled with a bal- 

anced penetration on paid subscription into the key buying and selling factors 

of the trade. 


q Today the net paid circulation of HARDWARE AGE is at the peak 
since its establishment three-quarters of a century ago. It represents the 
largest circulation at the highest subscription price of any hardware paper in 
the country. 
















We strongly recommend that manufacturers and agency executives check their present 
or impending business paper programs with the practice of experienced advertisers 
reflected by these facts. 


HARDWARE AGE 


239 West 39th Street New York City 
A. B. C. Charter Member A. B. P., Ine. 


“A U—B—P PUBLICATION” 
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Nicely 
PERFECTION oe 


Mitre Box 


Built of 
selected hardwood and 
special steel. 











Why is it that the sale of the PERFECTION Mitre 


Box continues to increase year after year? Simply 
because the 


PERFECTION MitrE Box 


has been on the market for more than a quarter of ; 
a century and given carpenters and mechanics ample 


time to test it in every way. 





Hundreds of thousands have found that it can 
be quickly set, that it holds the work rigidly, is abso- 


lutely accurate and built to last. 


The quality makes it a better buy than most custom- 


ers expect for the price. 


Sold by leading Jobbers. 


If your Jobber cannot 


supply you, write to us and we will refer you to the 


nearest Jobber who will. 


Send for Tool Catalog No: 9. 








(HARDWARE COMPANY ) 


New York Office: 
ESTABLISHED 1854 








Reg. U. S. Pat. Off. 


TORRINGTON, CONN., U. S. A. 


151 Chambers Street 
INCORPORATED 1864 
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Cap’n Mark believes in a well known 
trade marked brand of rope. Hardware 
dealers believe in well advertised goods 
whose trade mark has been established and 
whose reputation is of the highest calibre. 
It should be as difficult and as unsatisfac- 
tory a proposition to sell a nameless rope as 
it would be to sell a nameless radio. 


The dealer handling Columbian Tape- 
Marked Rope is provided with 
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\ e 
White 
Blue 





“You're better off buyin’ 
a rope you can tell for sure 
who made it. That’s why I 
alus’ mate up with Colum- 
bian Tape-Marked. I ain’t 
takin’ chances on just any 
old rope,” says Cap’n Mark 


tee. In addition to the Tape-Marker, 
Guaranteed Columbian Rope % inches in 
diameter and larger, bears the new red, 
white and blue surface marker, affording 
identification at a glance. 


Columbian is so well known as a lead- 
ing quality brand that it is only necessary 
for rope buyers to see the familiar markers 
which identify it. There is, therefore a 

definite advantage to hard- 





exclusive features for positive 
and instant identification. In 
one of the strands of all Tape- 
Marked Rope there is a red, 
white and blue Tape-Marker. 
Printed on this Marker is the 








ware dealers who handle 
Columbian. 

A Columbian jobber in 
your vicinity is prepared to 
supply you with an immediate 
shipment. Write for his name 








famous Columbian (Guaran- 


and address. 


Columbian Rope Company 
352-80 Genesee Street 


Auburn, N. Y. 


Branches— New York Chicago 


“The Cordage City” 
Boston New Orleans 


Philadelphia 


— COLUNBIAN wi RDPE 
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There's EXTRA VALUE built into 
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Of “8c, Syn Style Y-Ball Bearing 
24 8-ineh wheels 
4 erucible steel blades 
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Style Z—Bronze 
Bearings, Adjustable 
8-inch wheels 
3 eruelble steel blades 
(Also furnished with 
4 blades) 
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Start a chain 
of boosting customers 


That new customer that bought leather came back. He 
brought a friend who also came back. The friend brought 
another friend — and so on — they bought 


ALLEN’S SOLE STRIPS 


for shoe repairing. They appreciated good leather. Leather 
that cuts well and works well and wears a long time. 

Allen’s Sole Strips have been famous from coast to coast 
for over 40 years. Your satisfied leather customers are buyers 
of Allen’s. They prefer Allen’s and will come back again and 
again for this justly famous leather. 


Sold by 


THE UNITED STATES LEATHER SELLING CORP. 


New York Boston Chicago Cincinnati St. Louis Richmond 


Selling Agents: 


McADOO & ALLEN L. H. NELSON & CO. 
Philadelphia San Francisco 


WEMBER 






= 
Ry 
>/AMER 


S\MEATHE 


< 
“ATHER 


NOTHING TAL ES Cat Fie CE OF LEATHER 














beige See : ee Se 

















HARDWARE AGE for JULY 25, 1929 17 


ncine The New Myers | 
Chott ngENCINE DRIVEN 


Water stems 
with ALL of theF 3 



























ks 


dee! 


® 
is 

















Myers Self-Oiling Engine Driven Shallow Well 
Power Pump connected to pressure tank. Ideal 
for service where water is to be pumped from a 
shallow well or cistern. Economical too, when it 
comes to operation and maintenance. Volume up 
to 500 gallons per hour. 








Myers Self-Oiling Engine Driven Deep Well 
Power Pump with engine connected to pressure 
tank. A deep well outfit that will supply an 
abundance of water to the home, farm, summer 
cottage, service station and similar places. 




















Suburban and country homes—farms, ranches and country estates 
—creameries and dairies—summer cottages and lodges, hotels and 
summer resorts —camp sites and service stations — other isolated places 
where high line and electric service is not available—are ready and waiting for 
dependable water facilities such as the new Myers Self-Oiling Engine Driven Water 
System will provide. 
This modern line with types for either shallow or deep wells complete with high-class en- 
gines ready to be connected to water leads and pressure tanks (any style) is convincing in 
the enthusiasm it creates among dealers everywhere. Simple, compact units, easy to install, 
economical to maintain, dependable for service, bringing modern water facilities within 
the reach of users everywhere is a step in keeping with present day tendencies and carries ft 
with it broader sales opportunities and new sources of revenue 
and profits for progressive dealers. 
In your locality—in every locality — 
where high line service has not already 
spread its magic power, many, many 
homes and farms which have never en- 
joyed running water conveniences will 
welcome your coming with the new 
Myers Self-Oiling Engine Driven Water 
Systems that will forever re- 
lieve them of pumping and car- 
rying water by hand. 
Act today — write or 
wire for literature, 
complete infor- 
mation and 
prices. 
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Myers Self-Oiling Engine Driven Deep Well 
Power Pump with 34 H. P. Engine complete ex- 
cept down or suction pipe and lower cylinder 
ready to be connected to water lines and pressure 
«tank (any style). Also furnished without air cyl- 
‘inder for open tank or other service. 


Myers Self-Oiling Engine Driven Shallow Well : 
Power Pump with %. H. P. engine complete . 
ready to be connected to water lines and pressure 
tank (any style). Just as practical for open tank 
or other service: 
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Your customers want 





Monel Metal sales 
are profitable sales! 


It’s scarcely necessary to remind you that 
customers appreciate quality—and demand 
it when they buy household equipment. 
You have seen cheap materials replaced 
by long-wearing ones. You have seen the 
old time ice-box give way to solidly built 
refrigerators. Modern times demand mod- 
ern equipment. 

Monel Metal— Modern as Tomorrow— 
is a quality product—in tune with the 
times. Modern, because it saves cleaning 
time — modern, because it will not rust, 
because it resists corrosion, because it has 
no coating to chip, crack or wear off. 

Monel Metal is modern even in its 


Quality... 


in household equipment 


color. Its lustrous, platinum-like surface 
is beautiful when new—and with use it 
takes on the rich sheen of old silver. It 
has the clean, attractive appearance every 
woman desires for her kitchen and laundry. 
Monel Metal is now used by leading 
manufacturers for table and cabinet tops, 
refrigerator trim, washing machines, hard- 
ware, sinks, and other modern items your 
quality customers want. Tell your manu- 
facturers you want to sell Monel Metal 
equipment and increase your profits. 
Write direct for 1929 merchandising 
book —‘“‘Monel Metal Enters the Home”. 





; 5 ~~ 9 
(: reful 

People 
well want this new machine 

| that washes fine things gently 
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Mone! Meta! is a technically controlled Nicke|-Copper alloy of high Nickel content. 
It is mined, smelted, refined, rolled and marketed solely by The International 
Nickel Company, Inc. The name ‘*Mone! Metal’’ is a registered trade mark. 





ee” ‘ < Here is a typical Monel 
ES . Metal color advertise- 

i: ' ment reproduced from 
the June 22 issue of The 





THE INTERNATIONAL NICKEL COMPANY, INC., 67 WALL STREET, NEW YORK, N. Y. 
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“HAVE A LOT, 
JOE, TAKE SIX.” 


“Right in the middle of the job—all 
ready to slip on the lock washer, and 
he picked up six in a bunch. 

“Good Lord, how he swore!!” 





Whatis the use selling your customers 
lock washers that tangle when you can 
sell them better ones that don’t? 

The old-fashioned lock washer will 
soon be a thing of the past. Kantlinks— 
the new improved spring lock washers 














Pat. Jan. 3, 1928 
that do not 


tangle—save time, 

money and trouble. 

They have greater holding power and 
they do not rust. 

Specify Kantlinks on your next order 
and then tell your customers about 
them. For more information write to 
any one of the manufacturers listed 
below. 


Made and sold under license 
by the Kantlink Manufacturers: 


The American Nut & Bolt Fastener Co. 
Pittsburgh, Pennsylvania 


The Positive Lock Washer Co. 


The Mansfield Lock Washer Co. 
Mansfield, Ohio 


The National Lock Washer Co. 
Newark, N. J., Milwaukee, Wis. 


The Reliance Manufacturing Co. 
Massillon, Ohio 








SPRING LOCK WASHERS 


KAN] LIN DO NOT TANGLE DO NOTRUST 


THEY PAY THEIR ENTIRE COST IN TIME SAVED~ SOMETIMES EVEN MORE 
SS AS SS TANI RE 
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Your jobber will supply you 
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This unusual service is the best proof of satisfactory wearing 


quality. WICKWIRE BRONZE is made from a special alloy 


of 90% Copper and 10% Zinc. 
sary tensile strength, as well as the ability to resist corrosion, 


which rapidly ruins pure copper. 
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Bronze Screen Wire Cloth 


is not affected by salt air, acids or gases. 


after roll has withstood the severest climatic conditions. 


WICKWIRE BROTHERS BRONZE Screen Wire Cloth is 


always made from Full Gauge Wire. 


18 Mesh, in even inch widths 18” to 48”. 


You cannot sell a more satisfactory wire cloth. 


roll. 


Our Other Brands of Screen Cloth 


Cortland Black Enameled 


White Metal Finish 
All brands of Wickwire Brothers Screen Cloth will be furnished this 


season in rolls of one piece each, also all brands will be furnished, in 
addition to 100 lin. ft. rolls, in 50 ft. and 25 ft. length rolls, without 


extra charge. 
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Pressure Cookers—an item of big 
coming sale—Are you equipped? 


Just a few of our 
customers 


Blish, Mize & Silliman Hardware 
Co., Atchison, Kan. 
Clifton - Simpson 
Waco, Tex. 
Crocker & Ogden Co., Binghamton, 
NG ¥ 


Hardware’ Co., 


The T. Eaton Co., Limited, Mon- 
treal, Canada. _ 

Farwell, Ozmun, Kirk & Co., St. 
Paul, Minn. 

Hall Hardware Co., Minneapolis, 
Minn. 

A. J. Harwi Hardware Co., Atchi- 
son, Kan. 

Hunt & Mottet Co., Tacoma, Wash. 
fone Walker Hardware Co., Peoria, 


Marshall-Wells' Co., Duluth, Minn. 

a gue & Gallagher Co., Omaha, 
eb. 

Schwabacher Hardware Co., Seattle, 

Wash. 


Simmons Hardware Co., St. Louis, 
and Branches. 

G. Sommers & Co., St. Paul, Minn. 
Supplee Biddle Hardware Co., Phila- 
delphia, Pa. 

Townley Metal & Hdwe. Co., Kansas 
City, Mo. 


Van Camp Hardware & Iron Co., 
Indianapolis, Ind. 


A. Williams & Co., Pittsburgh, 
‘ 


Witte Hardware Co., St. Louis, Mo. 
—— & Wilhelmy Co., Omaha, 
eb. 


Nash Hardware Co., Ft. Worth, Tex. 


é 





It is our opinion that the next five 
years will see a tremendous devel- 
opment in the pressure cooker busi- 
ness. 


Millions of women, in town and 
country, will be solicited to buy, 
through advertising now running 
and to run. Hundreds of thousands 
of dollars will be spent on this edu- 
cational job. 


The reaction will be felt through 
a variety of dealers—hardware, gen- 
eral stores, etc. The question is— 
who will get a lion’s share of this 
business ? 


We do not believe that anyone 
will get a lion’s share of the busi- 
ness. Certain dealers and jobbers 
will see the advantage of handling 
and selling a specialty and they 
will cash in on this business. 


The hardware dealer is particu- 
larly well located to contact this de- 


mand. The farm woman has many 
duties and one of those is constant 
preparation of meals. The Health 
Pressure Cooker is of constant ad- 
vantage to her. 
steps. It is a genuine labor saver. 
The food results are wonderfully 
improved. The farm wife will 
grasp the manifold advantages of 
this item quicker than almost any 
other user. She needs it. 


It saves countless 


Where a great service is really 
rendered there is always a great de- 
mand. There is a great market un- 
touched. The Health Pressure 
Cooker is a thoroughly dependable 
sales item and good buyers (per list 
at left) have investigated and 
stocked it. 


Send for line prices—Health 
Aluminum Utensils, Health Pres- 
sure Cookers, Health Aluminum 
Combination (below). 


The National Aluminum Mfg. Co. 


Peoria, Illinois 


Health Pressure Cooker. Made of thick 
cast aluminum in 10, 12, 18 and 25 
quart sizes. Each cooker is doubly tested 
and fully guaranteed. Two wooden heat 
proof handles for convenience in lifting 
cooker. Cover easily lifted by means 
of two wooden knobs. Approved by 
Good Housekeeping Institute. 








Health Aluminum Combination Cooker. 
Cooks complete meal at one time over 
one burner. Oval design for roasts or 
fowl. Upper compartment for three dif- 
ferent foods or vegetables. Made of thick 
cast aluminum. Covers needs of half 
dozen _utensils. Approved by Good 
Housekeeping Institute. 


and correct in workmanship. 


to handle the health line exclusively. 












Health Aluminum Appliances are made 
of pure cast aluminum in our own plant 
by skilled workmen. We guarantee them 
to be free from any. mechanical defects, 


An inquiry will give you an opportunity 
to compare our prices and merchandise. 
After you have had an opportunity to 
compare our merchandise you may wish 








The Murphy display stand of Quick 
Velvet Enamel is a living color card 





cA great convenience and a fast seller 


Sparkling, colorful, gay glass jars—14 of them 
—in a shining black display stand, lithographed 
in bright colors—what an eye-catcher, what a 
sales maker! 

And you don’t have to fish around for color 
cards that are always getting mislaid. The jars 
of Murphy Quick Velvet Enamel are their own 
color card—and much more satisfactory. The 
customer has the very definite feeling that the 
color he is looking at is the color he is actually 
going to get. 

The experience of those who sell Murphy 
Quick Velvet Enamel shows that the glass jar is a 
great sales improving idea in itself, and it also 
makes for greater sales of the larger sizes in cans. 


The reason ascribed for it is that the glass jars 
serve as an authentic and definite color card. 

Murphy Quick Velvet Enamel as a product for 
home painting has a strong appeal, because it is 
the new type of ve/vet finish that modern interiors 
absolutely require. And, of course, itisa4-hourdry. 

Sales of this product, both because of the man- 
ner of its merchandising and because of the quality 
and type of the product itself, are going ahead by 
leaps and bounds. 

Send for display and complete sales and adver- 
tising information zow, while youare thinking of it. 


MURPHY VARNISH COMPANY 


NEWARK CHICAGO San FRANCISCO 


Murphy Quice rive Enamel 








MURBPHY 


FINE 


FINISHES 


Famous for 64 years among architects, master painters and makers of products requiring a fine finish 


Da-Cote Enamel Transparent Floor Varnish 
Transparent Interior Varnish 


Muronic Enamels Da-Cote Varnish Stain 


Univernish (the all-purpose varnish) 


Brushing Lacquer 
Transparent Spar Varnish 
Quick White Enamel 


Four Hour Varnish 


Super Spar Varnish 
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“Should 
| 
Paint 
My What 
Shutters is 
Apple your 

Green?” Opinion? 
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Probably the most universal choice—a white house with green shutters. In his 
selection of this popular color scheme, your customer desires certain, definite 
results in the finished job. He expects a white that will stay white ... a green 


that will remain clear and bright. What security can you offer him? 


Zinc Pigments, Zinc Oxide and ““Albalith’”’ Lithopone in paint are his best secu- 
rity. When properly combined with the correct oils and driers they produce 


paints of exceptional and lasting whiteness—of clear, bright and durable tint. 


They give the paint film the essential qualities a high-grade paint must possess 
to protect it from destructive influences—to give it life. Such paints offer 
your customers that lasting service that sustains your reputation and increases 


your profits. 


Copies of our booklets, “Zinc Oxide and Its Application to Paint’, 
and “Lithopone and Its Part in Paint’, will be sent upon request. 


THE. NEW JERSEY ZINC COMPANY 
160 Front Street, New York 


The New Jersey Zinc Company’s 
Zinc Oxide x “Albalith”’ Lithopone 





New Jersey 
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THE EVEN PRESSURE SPRAYING MACHINE 








MADE IN U.S.A. 


The Improved Atomister 





ERE are ten important fea- 

tures that you should be 
sure your customer gets when 
you sell him a spraying machine. 
The “Paint-o-Mister” has them 
all. 

1. A Single Nozzle that pro- 
duces both a round and a 
flat spray. 

2. A Valve to regulate the flow 
of liquid. 

3. A Substantial Hook by 
which to hang the machine 
when not in use. 

4. A Two Finger Trigger that 

does not tire the operator. 

. A Handle that gives a full 
pistol grip. 

. A Light Weight, One Piece 
Aluminum Container, hold- 
ing one quart. 

. A Full Pressure Feed Spray 
Gun. 

. Liberally advertised in Na- 
tional magazines—an insur- 
ance of reliability. 

. A Compressing Unit that de- 
velops at least 25 lbs. pres- 
sure. 

. A well-balanced, long life, 
easily lubricated motor. 


Retail Price $39.50 


Includes Spray Gun, Air Compressor Hose, 
ete. 








Ma @Painto Mister b==9 > 









,. The Handy “Paint-o-Mister”’ 
ier Hand Operated 


Retail Price $1.95 


The Handy “Paint-o-Mister” is a better Hand Spray 
for the householder—not a toy or a give-away Hand 
Spray, but a highly developed Spray Gun that does 
a real job, durable and not ale broken. Sold to 
dealers and jobbers in dozen (12) lots or more—at a 
price. 

Ask for quotation and order a sample dozen at once. 


THE ATOMISTER CORPORATION 
39 Hamilton Street, Rahway, N. J. 
















. . « Stock Simplification 
. . « Overhead Reduction 


“One floor paint for every purpose instead of 
one for each surface”—such is the new slogan 
in paint merchandising circles. The exaggera- 
tion is made purposely to emphasize a condi- 
tion in paint marketing that has existed for 


decades. Its objective is economy and _ its 
argument is grounded in logic. To date no 
indisputable reasons have been advanced 


against it in favor of a contrary principle. 


o Oo 9 
e 


Adherence to such a program of stock simplifi- 
cation has advantages that are multifold. Space 
normally set aside for duplicate lines and inci- 
dental specialties can be made more produc- 
tive. Through their elimination the invest- 
ment saved may be applied in a more active 
direction. Shelf space, at a premium today, 
can be put to more profitable use. Concentra- 
tion on a limited number of trade marks 
unquestionably brings many benefits if these 
trade marks fill a wide diversity of demand 
and use. 


o0 oO °9O 


The “all-purpose” character of Dixon’s Main- 
tenance Floor Paints is attested to by the many 
uses to which they may be put, inside or out. 
Designed to resist the extraordinary wear and 
tear on factory floors, they give maximum 
protection on wood, composition, linoleum, 
cement and concrete floors. They are immune 
to the action of alkali in concrete surfaces, 
nor are they affected by cold, hot or salt water, 
grease, oil, soap, snow or ice. They are sturdy 
floor paints that wear and protect. 


Oo o oO 


Made by a company over a century in busi- 
ness, with sixty-five years of paint making as 
a background, Dixon’s Maintenance Floor 
Paints have been accepted by the householder, 
the factory, the railroad, the hotel, the hos- 
pital as a symbol of quality in floor coatings. 


Write for Dealer Deal and Color 
Card No. 40 BF. 


JOSEPH DIXON CRUCIBLE COMPANY 


Jersey City DOG 


Established 1827 


New Jersey 
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Single 





| Common 
Extension 


Spruce Up and Sell Spruce Ladders 








Taper 
Single Extension 











Summer Is Here! See the Painter, Carpenter, Plumber, Mason, Farmer and Housewife. 
Sell Them a Ladder or Step Ladder 





Bath, N ¥ Y. al 








| PLASTIC WOOD 
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 W. W. BABCOCK CO. 















LiINGERWETT 
REMOVER 
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Advertising . 
in full pages 
every month creates in- 
creasing demand for Amer- 
ica’s largest selling remover 


THE WILSON-IMPERIAL COMPANY 
NEWARK, N. J. 
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Profit for your customers and for 
YOU —the inevitable result of han- 
dling RUBRISTO Brand Brushes. 
Backed by brush-making experience 
since 1867, these brushes are the type 
that you can recommend honestly 
and conscientiously—the type that 
you know will build good-will and 
hold trade to you. 


Not “cheap” brushes, but the kind 
that the painter knows it will pay to 
buy and use, due to their “greater 
mileage.” The long, strong bristles 
stay put, since all RUBRISTO 
Brushes are properly set in Vulcan- 
ized Rubber. The black oval iden- 
tifies them—the mark of a depend- 
able brush with experienced painters. 


Write for our dealer proposi- 
tion and our catalog—the first 
step toward a good, staple, 
growing, satisfying business in 
brushes! 


HANLON & GOODMAN CO. 
342 Madison Ave., New York City 





Registered 
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Increase Your 
Paint Turnovers 


The quickest and surest way to do this is to 


keep posted on what other dealers are doing. 


One tried and proven way to increase your 
Paint Turnovers is to dress your show windows 
so they will positively TALK PAINT. 


Another plan is to hold a Demonstration Day 
and get the people to your store. Still another 
plan that is very successful is to “follow up” 


every building prospect in your locality. 


All these methods and many others are inter- 
estingly presented in the Special Paint and 
Varnish Issues (the fourth issue of each month), 
in Hardware Age. It will pay you to read the 
articles on Increasing Your Paint Sales in these 


issues. 


HARDWARE AGE 
239 West Thirty-ninth Street, New York 
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Why 

Do Your 
Customers 
Buy 
Paint? 


Why 

You 
Should 
Sell 
Completed 
Paint 


‘fobs 


Why 
Good 
Brushes 
Aid 
Paint 
Sales 








What ts 


the MODERN METHOD 


of PAINT SELLING?” 






Paint is a protector, a beautifier— 
the complexion cream for all buildings. 

Your customers buy paint to deco- 
rate a kitchen table, a bed, the garage, 
the baby carriage—to satisfy their own 
pride in possessing fine-looking homes. 

They know nothing about leads, 
zincs or oils. They know very little of 
how paint should be applied. They are 
interested only in how the finished 
paint job, will look. 

Explain to the customer the fine 
grade of zinc, the quality of oils, the 
perfection of the formula in the paint 
you sell. Is the paint sold? 

Picture for this same customer a 
sparkling table, repainted, harmonized, 
colorful, arranged in his or her own 
home—a set of piazza chairs, green, 
striped with orange... cool, brilliant. 
The paint is sold. 

Sell your customers completed paint 
jobs—not merely paint in the can. Sell 
them the correct way to apply that 
paint, for that is the only way for them 
to get the results they want. Sell them 
good brushes. 

Paint in itself cannot beautify or pro- 
tect. It must be applied with a brush— 
a good brush. Then it begins its job. 

Brushes are an all-important factor 
in paint selling. They can make or 
break the name of good paint. 

The success of your paint depart- 
ment can hinge upon the kind of 
brushes you sell—for customers buy 





= This advertisement precedes an important 


announcement to be made by the WHITING- 


Apams CoMPANY next month 


“Modern 

Method 
of Paint 
Selling” 


Why 
Whiting 
and 
Adams 
Brushes 
are 
especially 
made for 
the 
“Modern 
Method 
of Paint 
Selling” 


a 7 pt 


paint only when they get satisfactory 
results from it. Good brushes insure 
perfect results for all customers. 

Sell every customer completed paint 
jobs . . . good paint, the correct way to 
apply that paint . . . good brushes. You 
get a real profit on the paint, a real 
profit on the brush—and the oppor- 
tunity to sell more paint. 

Whiting and Adams brushes are the 
products of over 120 years of brush- 
making experience. 

They are designed for one purpose 
only—to apply good paint correctly. 

The bristles in every Whiting and 
Adams brush are selected and blended 
by an exclusive process. This provides 
the elasticity and flexibility which ap- 
plies paint smoothly. 

Every Whiting and Adams brush is 
built for one specific job. It will do this 
job perfectly for any paint customer. 

The bristles in Whiting and Adams 
brushes are imbedded in rubber by a 
scientifically developed process. They 
will not shed. 

Whiting and Adams brushes are 
quality merchandise. You sell them at 
a good profit and make real money— 
not paper profits. 

We invite you to write to us for com- 
plete information on fine brushes. 
Address your letters to WHITING- 
Apams Company, 700 Harrison Avenue, 
Boston, Massachusetts. Brush makers 
to the paint industry since 1808. 
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The time it saves makes 
Dutch Boy Soft Paste easy to sell 


This quick-thinning lead-in- 
oil gives pure lead paint at 
gallon-a-minute rate 
7 7 7 


N Dutch Boy soft paste 
white-lead — the easy-to- 
thin lead-in-oil—you have a 
product that sells readily. It 
virtually sells itself because of 
its time-saving qualities ... 
because it gives painters and 
other paint buyers depend- 
able Dutch Boy quality plus 
great mixing ease. 


This improved form of pure 
lead-in-oil comes in what is 
called “shop lead consist- 
ency.” So quickly can it be 
reduced or thinned that it can 
be made ready for the brush 
at the rate of a gallon of paint 
a minute. 


Dutch Boy soft paste is pure 











Dutch Boy soft paste white-lead i: 
the same strictly pure lead-in-oil 
always sold under the Dutch Boy 
trademark. It simply contains 
a higher percentage of linseed oil 
than the regular grinding. 











NATIONAL LEAD COMPANY 


New York, 111 Broadway * Buffalo, 116 Oak St. - Chicago, 
900 West 18th St. - Cincinnati, 659 Freeman Ave. + Cleve- 
land, 820 West Superior Ave. - St. Louis, 722 Chestnut St. 
San Francisco, 235 Montgomery St. - Boston, National- 
Boston Lead Co., 800 Albany St. - Pittsburgh, National 
Lead & Oil Co. of Pa., 316 Fourth Ave. + Philadelphia, 


John T. Lewis & Bros. Co., Widener Building. 


white-lead and pure linseed 
oil—nothing else. It differs in 
composition from regular or 
heavy paste “lead” only in that 
it contains a higher percen- 
tage of oil. It is this extra oil, 
ground in at the factory, that 
gives soft paste its easy-break- 
ing, time-saving qualities. 


Sold by the pound in 100 
Ib. steel kegs and in 50, 25 
and 12) Ib. steel pails. 


elon Gr rw, lag 


DUTCH BOY 


WHITE LEAD 


SOFT PASTE 





DUTCH BOY Soft Paste WHITE - LEAD 
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PROTECT YOUR CHILDREN WITH 
A SAFE HOME PLAYGROUND 


A timely appeal to homeowners 
during school vacation 





They look for the 
“Red Tag,” the 
mark of quality. 


Statistics show that nearly a million children were 
killed or injured by automobiles in America during 
the past eight years. There are more automobiles 
in America than children of school age. Such 
tragic facts have caused many school officials to 
protect children from traffic dangers by enclosing 
school playgrounds with Cyclone Fence. 


But now children are out of school. Traffic dan- 
gers are even greater at home than at school be- 
cause motorists are less cautious when passing 


homes than when driving by schools. Children, 


© C.F.Co. 1929 


Easy to sell because it carries the prestige of 
the well-known “Red Tag” label. Standard 
Cyclone quality. Galvanized or painted black. 
100 lineal feet to the roll. 











Cyclone “Red Tag” Wire Screen Cloth | 




















General Offices: WAUKEGAN, ILL. 





(yclone *« 


Fence. —— 


Cyclone Fence Company 


Branch Offices in All Principal Cities 
Pacific Coast Division: Standard Fence Oo., Oakland, Calif. 
















used to fence protection at their schools, are less 
heedful of passing cars. The only answer is a 
fenced-in home playground. 


Remind parents of these facts. Show them how 
Cyclone Ornamental Lawn Fence not only pro- 
tects their children,’ but also guards their lawns, 
shrubs and pets—and also adds to the beauty and 
privacy of the home. Use these seasonal appeals; 
sell Cyclone “Red Tag” Ornamental Lawn Fence 
—the brand home owners know, and watch your 
summer profits grow. 

















AMERICAN BRIDGE COMPANY CARNEGIE STEEL COMPANY 
AMERICAN SHEET AND TIN PLATE COMPANY CycLone Fence COMPANY 
AMERICAN STEEL AND WIRE COMPANY 


defi 5 SUBSIDIARY OF 
Fee sin yet UNITED STATES STEEL CORPORATION FA A 
PRINCIPAL SUBSIDIARY MANUFACTURING COMPANIES: ew Service. 


FEDERAL SHIPBUILDING AND Dry Dock COMPANY NATIONAL TUBE COMPANY 
Pacific Coast Distributors—United States Steel Products Company, San Francisco, Los Angeles, Portland, Seattle, Honolulu. ZLxfort Distributors—United States Steel Products Company, New York City 













ILLtno!s STEEL COMPANY THE LORAIN STEEL COMPANY 
MINNESOTA STEEL COMPANY TENNESSEE COAL, IRON & R. R. COMPANY 
UNTVERSAL PORTLAND CEMENT COMPANY 





30 HARDWARE AGE for JULY 25, 1929 















WHEN CUSTOMERS 


BUY 
ATLAS TACKS 
€ SMALL NAILS 


THEY REMEMBER 
WHERE THEY BOUGHT 
THEM ~~-~-~ EVERY 
TIME THEY USE THEM 











ATLAS TACK CORPORATION 


Fairhaven, Mass., and St. Louis, Mo. 






No. 201 Night Latch 


Dealers can now get immediate delivery 
of this popular night latch from all of 
our factory branches. 


@INDEPENDENTIOCKCO.@D> 


FITCHBURG, MASS., U. S. A. 








183 West Lake Street 23 Warren Street 2109 Cass Ave. 
Chicago, Il New York City Detroit, Mich. 
523 Commerce Street 121 3nd Street 406 Wall Street 
Philadelphia, Pa. San Francisco, Cal. Los Angeles, Cal. 


414 No. Gay St., Baltimore, Md. 














THE TWO ARROWS 


point to improvements in this popular small 
door catch that are important in considering 
your source of supply. THE SPRING is extra 
heavy, to insure positive closing and durability. 
THE PLUNGER is extra long with a narrow 
nose, making for greater speed and accuracy in 
application, and sure but easy ¢losing. 


OUR SPRINGS DO NOT BREAK 





LONG EXTRA 
PLUNGER HEAVY SPRING 


No. X1816 


Packed 3 doz. in a box, with screws. 
Steel, brass plated or nickel plated. 


Your orders are solicited. 
MADE BY 


THE BRAINERD MFG. CO. 


EAST ROCHESTER, N. Y. 














TILLEY LADDERS 


are the result of seventy-four years’ experience manu- 
facturing high quality goods. Correctly designed, well 
built and perfectly fitted, strongly braced from selected 
air dried material which ensures rigidity and durability. 


These qualifications mean SAFETY and SATISFACTION. 
Complete line of Ladders and Scaffolding. 


Write for Catalog and Prices 


THE JOHN S. TILLEY LADDERS CO. 
Watervliet, N. Y. : 


























HARDWARE AGE for JULY 25, 1929 

























USE 
REED & PRINCE 
MANUFACTURING 
COMPANY 


Quality 
Products= 


Reed & Prince Screws have cleanly 
cut, accurate threads, heads of true 
diameter with uniformly deep slots, 

accurately centered. Reed & Prince 
products include all types and sizes 
of wood, machine, cap and set 
screws, stove bolts, sink bolts, 
hanger bolts — perfectly fitted with 
true center nuts —and rivets, 
burrs, nuts and many special 


products. In all finishes—plain, 
nickel, brass, copper-plated, 
cadmium, chromium, Sher- 
\ ardized or hot galvanized. 
Every product is backed by the 

Reed & Prince high standard for 


quality, accuracy and service. 





2137 


REED & PRINCE MFG.CO. 


WORCESTER, MASS.U.S.A. 
WESTERN BRANCH arCHICAGO-121 NORTH JEFFERSON ST. 

















GRIFFIN Hinges are 
the choice of exacting 
builders because they 
combine every desired 
attribute of sturdy 
quality, precise un- 
iformity and .superior 
finishh y Fs s 


RIFFIN 


“Manufacturing Co 


ERIE, PENNSYLVANIA 
~ Branch Offices, 


New York, 45 Warren St. 
Chicago, 555 W. Randolph St. 
Boston, 7 lerymar: 

San Francisco, 703 Market St. 
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Nos. 815 and 816 


Three-Door Trolley Garage Set 




















National 


makes hardware to 
serve every building 
purpose—a complete 
line. The items be- 
low are all big sellers: 
BARN DOOR HANGERS 
BARN DOOR RAIL 
GARAGE HARDWARE 
DOOR LATCHES 
SCREEN HARDWARE 
STRAP AND TEE HINGES 
HALB SURFACE BUTTS 


MORTISE BUTTS 
ORNAMENTAL HINGES 
CUPBOARD TURNS 
SASH LOCKS 
SASH LIFTS 

















Your trade is asking for 


Natienal 


Garage Door Sets 
—SATISFY that demand! 


The frictionless operation of garage 
doors equipped with National 
Hardware is a welcome discovery 
hundreds of motorists have made 
—to the extent that every year there 
is greater insistence on products 
made by National, and substitutions 
rejected. 


The Nos. 812 and 813, illustrated, 
use the No. 855 Swivel Trolley 
Hanger, which has both lateral and 
vertical adjustments. 


The No. 817 is a Two-Door Trolley 
Set and can be used in pairs for four 
doors. No. 197 sudiaacmsel is in- 
cluded in this set. 


Sets Nos. 815 and 816 are equipped with 
No. 853 Hanger and can be installed 


either inside or outside of the garage. 





There is an active market for this exceptional 
hardware. If you are not a National dealer, 
become one now—it’s a profitable move. 


National Manufacturing Co. 


Sterling, Illinois 
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July 21st to 27th 
“IN THE STONE AGE” 


(In the stone age a hammer was 
both weapon and fool. In the 
steel age. however. men show 
more discrimination. They use 
guns for weapons and an alto- 
gether different kind of ham- 
ag finds its way into their tool 
Ne 


{it might seem strange, there- 
fore. that the makers of world 
standard guns and ammunition 
should, in one and the same 
plant. take up the manufacture 
of fine tools. But when you 
think that both guns and tools 
call for the highest quality of 
steel and that gun makers are 
past masters in the art of fab- 
ricating super qualities of steel 
it is really a most logical con- 
nection. 


In making Winchester fire- 
arms, moreover. we found it 
necessary to develop for our- 
selves the exacting TOOLS 
needed to produce the extreme 
precision parts of a Winches- 
ter Gun. We had to satisfy 
that hardest of all customers 
to please—OURSELVES — and 
you will find the same high type 
of satisfaction. the same high 
quality in steel and the same 
exacting workmanship in the 


offer to YOUR customers. 


Winchester Tools you now can J 








CHESTER 


TRADE MARK 








Let’s Hammer 
Home These Facts 


TOOL can be a constant satisfaction 
or a constant disappointment to its 
owner. No one, for example, can do satis- 
factory work with a loose-headed hammer— 
a hammer that won’t pull nails—a hammer 
that chips out and endangers fellow workers 
or a hammer turned up at the edges or 
hollowed in the center so that it won’t drive 
nails home flush. 


Winchester hammer bolls, therefore, are 
made from drop forgings and carefully heat 
treated to the proper hardness. They are 
neither so hard that pieces fly off nor yet 
so soft that they “upset” forming hollows 
in the center of the face. The nail pulling 
slot is made with a knife edge which slips 
under a nail that is scarcely protruding and 
will even grab and pull a nail which has no 
head. The fine second-growth hickory handle 
is firmly anchored to the head by a patented 
interlocking wedge. 


It’s a hammer customers pick up and handle 
with appreciation—a hammer they appreciate 
still more in use. Ask your jobber for full 
details on Winchester Hammers and _ the 
entire line of Winchester Quality Tools. 


WINCHESTER REPEATING ARMS CO. 
New Haven, Conn., U. S. A. 


New York Office and Showroom 
312 Broadway 
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— Sure, its an cAtkins” 


Today, saw users are particular about the saws they Other well-known Atkins brands are Nos. 50, 51, 52, 
buy. Practically every carpenter and mechanic the 64, furnished with Old Style Block Handle for those 
world over is impressed with Atkins famous “SILVER who prefer the old pattern. 

adage age ie nisin sls apap ely tage Remember, Atkins Saws are furnished in Regular 
sechiliowtiainastiaspa Metaciah Gristing etic gues tt Width, Skew or Straight Back, or in the Light, 
unnecessary to carry a wide set; and the exclu- Narrow Ship Patterns. 


sive Mirror and Damaskeen polish. 
Make your next order read 


Atkins Nos. 53, 65, 400 and 401 are ATKINS. Try our profitable 
equipped with the world renowned SILVER STEEL Hack Saw Blades 
Improved Perfection handle—the which come to you mounted on card 
handle that prevents wrist strain and for immediate sale to machinists, 
makes sawing fast and easy. garage mechanics, farmers, etc. 


WINDOW DISPLAY 


A PERFECT SAW 
MATERIAL ON REQUEST 


FOR EVERY PURPOSE 





: E.C.ATKINS & COMPANY iknianatess 


Machine Knife Factory: LANCASTER, N. Y. Canadian Factory: HAMILTON, ONT. 


New Orleans Portland Minneapolis 


Memphis Atlanta Paris, 
New York San Francisco Vancouver, B. C. 


Seattle Chicago ‘France 
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Let the Children SELL for YOU 


ae boy and girl in your locality will work for you without 
charge if you give them an opportunity! 

During the past two years hundreds of thousands of children have 
thumbed the pages of the Toy Parade for mothers and fathers and 
aunts and uncles and other relatives and friends. 


The Toy Parade will sell more toys for the Hardware Dealer than 
any extra clerk could hope to sell... and yet the Toy Parade works 
for you at a small cost ... and oh how hard the children will work 
for you without pay! 

The Toy Parade is a 32-page book which illustrates all Toys in their 
actual colors and is printed on a good grade of paper. Children keep 
the Toy Parade among their playthings for months after Christmas. 


It is the natural colors in the illustrations that attract the children. 
Furthermore, the descriptions are written for a child of the age that 
would want the Toy. 

The Dealer can carry some of the Toys illustrated ... many of them 
...or all of them ... it doesn’t matter. Hibbard carries a stock of 
everything right up to Christmas day. 

The Toy business offers a great opportunity for adding business for 
the Hardware Dealer . .. And remember that when the parents come 
into the Store with the kiddies to look at the Toys ... then comes the 
Dealer’s opportunity to let them see the many Christmas presents for 
grown-ups that he can supply. 

The Toy Parade opens up new avenues of trade for a Hardware 
Dealer that he could not reach otherwise. 


The Toy Parade comes to the Dealer imprinted with his name, and 
with his compliments and best wishes for a Merry Christmas. If de- 
sired, envelopes will be supplied or addressed to the Dealer’s mail- 
ing list. 

An inquiry will bring a Toy Parade and all details. 

















HIBBARD, SPENCER. BARTLETT & (. 


SHI coAS © 


ey ‘Famous IDEAL Rubber Arm Dous 
ily Roguish Roll es: 
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TRADE 


WINDS 


By Liew S. SOULE 


FER MAJESTY. THE CUSTOMER 


NE of the most important problems facing the 
independent retail hardware merchant today is 
that of winning and holding women’s trade. 

The average independent hardware retailer is still 
partially dominated by tradition and habit. For 
many years he sold his wares almost exclusively to 
men. His stock and his methods catered to the needs 
and desires of men. His store was a man’s store. 
It is still largely a man’s store. Meanwhile condi- 
tions have changed, and it is now generally conceded 
that women are the purchasing agents in the great 
majority of American families. 

The General Business Research Corporation, New 
York, recently conducted a nation wide survey to 
determine where consumers purchase hardware 
products, who usually makes the purchases, and 
what motives influence the place of purchase. The 
survey referred to is a fairly comprehensive one. 
It is based on personal interviews with approxi- 
mately 1200 individual consumers, each representing 
a separate family. In procuring the interviews, care 
was taken to make it representative, by calling on 
consumers occupying different stations in life, and 
living in cities of various sizes, as well as in rural 
communities. The findings may therefore be re- 
garded as fairly accurate, and as representative of 
the general consumer attitude. 

This survey reveals the significant fact that while 
the majority of men buy their hardware at hardware 
stores, the majority of women spread their hardware 
purchases over all types of stores in which hardware 
items are to be found. It indicates clearly whcre 
the hardware merchant should concentrate his selling 
efforts. 

If the hardware purchases of women were as 
largely confined to independent hardware stores as 
are those of men, the average hardware merchant 
would be sitting on top of the world. 

Why do men continue to buy their hardware needs 
from independent hardware merchants? Why do 
women “shop around?’ Why do women strongly 
predominate as regards the items of hardware pur- 
chased from chain stores, department stores and 
other retail outlets? 

The majority of men trade at hardware stores 


because hardware stores have catered to their wants. 
The systems, services and stocks have been built 
around their desires. In those stores they have been 
able to obtain the kind of merchandise they want, 
the quality they want, and the service they re- 
quire. They have been so satisfied that it has been 
a difficult task to wean them away. 

In the days when men did practically all the 
hardware buying for the family, this condition was 
ideal. With women now doing the bulk of the buy- 
ing in all lines, including hardware, such a condition 
is far from ideal. 

It is not altogether a matter of the hardware 
store winning back the women’s trade. In many 
cases the hardware store never had that trade, in the 
broad sense of the term. As women gradually came 
to do more of the family purchasing, they had no 
hardware traditions or habits. They did have cer- 
tain habits as to their own personal needs. They 
were more at home in some other stores than they 
were in hardware stores. As a result, when such 
stores displayed hardware items, women had no 
habits to overcome in purchasing those items. 

The hardware merchant’s problem is therefore 
largely an educational one. First, he must find out 
what women want and what will induce them to 
come into his store. Once in-the store, he must 
teach them the things he has for years taught to 
men; the uses of hardware items; the economy of 
quality in the great majority of those items, and the 
value of proper service. Women do not know hard- 
ware. They must be taught almost in words of one 
syllable. They must be catered to just as men have 
been catered to. 

The remodeling of stores, the revision of stocks 
is a step in the right direction. However, that is 
not enough. The trouble is more mental thar 
physical. We have been “man minded” too long. 
We must now become, at least partially, “woman 
minded.” The solution may lie in having a certain 
number of women employees in the store. One 
thing, however, is certain, the average independent 
hardware merchant. must get a larger proportion 
of the women’s trade, if he is to continue as a domi- 
nant factor in hardware merchandising. 
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J. CHARLES ROSS 


B EING entirely a matter of personal choice, a hobby 
will often reflect a most accurate portrait of a 

prominent man. To some a hobby is an activity 
which offers a complete diversion from their daily tasks. 
Among eminently successful men, we often find the 
profitable practice of making their business, or some 
phase of it, their chief hobby. Such men love their 
work—they actually live it. Very naturally they become 
leaders in their chosen fields, and contribute generously 
of their time and efforts toward improving general con- 
ditions in those fields. 

Such a man is J. Charles Ross, the newly elected 
president of the National Retail Hardware Association. 
He has a hobby! It is a good one, unusual and very 
profitable. True to the best traditions of trade organi- 
zation leadership, he tells freely of this hobby, the story 
of which should be a merchandising inspiration to every 
hardware merchant. 

You will likely be as surprised as we were to learn 
that the chief hobby of Mr. Ross is the selling of indus- 
trial kitchen equipment. As secretary and general man- 
ager of Edwards & Chamberlin Hardware Co., Kalama- 
zoo, Mich., he has made this hobby, an outstanding fea- 
ture of his company’s successful operations. It is equally 
as surprising to learn of the wide scope of selling which 
this field offers, and we can readily appreciate why this 

‘activity fascinates the new N. R. H. A. chief executive. 
It is an interesting story and Mr. Ross tells it well 
saying : 

“As far as hobbies are concerned, I have only one and 
that is the selling of industrial kitchen equipment. It 
is very fascinating to me and I derive a great deal of 
pleasure from the work. I started to cultivate it as a 
hobby about ten years ago and for the first few years 
I burned the candle at both ends learning the rudiments 








J. Chas. Ross Has a Hobby! 


New President of the National Retail Hardware Asso- 

ciation Follows a Most Unusual and Profitable Hobby 

As the Secretary and General Manager of Edwards & 
Chamberlin Hardware Co., Kalamazoo, Mich. 






Night after night were devoted to 
study for it is a more complicated and intricate business 
than one might think. 

“Considerable detail work is involved in drawing up 
the plans, making sure the placement of the equipment 


of the business. 
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Typical blueprint prepared by Mr. Ross in following out 

his unusual hobby. As he says in the story, this work must 

be done carefully and thoroughly to be successful. Pic- 

ture at the bottom of the page shows Mr. Ross with one 

of his company’s special trucks used in selling industrial 
kitchen equipment. 


assures the greatest possible efficiency, selecting the 
proper piece of equipment for a given task, providing 
proper sized utensils, a knowledge of the various kinds 
of goods to be prepared in the kitchen which necessitates 
some experience in culinary methods. Care must be 
exercised to save needless steps of waiters and cooks 
and confusion must be avoided through a carefully 
planned blue print. The most of this merchandise is 
used in the large kitchens of hospitals, hotels, restaurants, 
schools, churches, factories and state and government in- 
stitutions, of every description. Each job offers new 
problems which makes their solution an interesting task. 
“We do quite a business with the United States Gov- 
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ernment and various religious denominations are also 


good customers. The government contracts are let to 
the lowest bidder and they make rigid and exacting 
specifications, but we have been quite successful in being 
awarded their contracts and have never received one 
complaint on our installations. While we have, of course, 
succeeded in developing this business best within the 
state, we often make installations at distant points, such 
as Cleveland or Denver. 

“All the kitchen equipment bears our name for the 
advertising value. As a usual thing our prospects for 
complete jobs request us to submit plans and figures on 
the recommendation of another like institution where 
they have been pleased with their business relations with 
our firm. The equipment includes, mammoth dish wash- 
ers and dryers, steam tables, slicing machines, vegetable 
peelers, dough blenders, beaters, hotel range units, 
broilers and other similar equipment in addition to the 
smaller items such as urns, stock pots, kitchen cutlery, 
glass and china. On some of our larger jobs we will 
have enough correspondence concerning the details to 
fill two double sized letter files, which indicates how 
intricate the propositions are at times. We carry a 
fairly large stock of standard equipment in the store 
but the special equipment, often required, is made to 
order by selected manufacturers. 

“Due to the fact that a fairly large consideration is 
usually involved when equipment for a large kitchen is 
purchased the sales are rather difficult to handle at times. 
To do a satisfactory job of the selling end, it is necessary 
to do considerable traveling, calling on the potential 
purchasers of the goods. ‘Then you first have to sell 
yourself, then sell the firm and finally sell the goods 






































CENTENNIAL CELEBRATION 


KALAMAZOO | 
1829 oa 


a conn 1929 
100 YEARS 
| WE, TOO, HAVE GROWN WITH 
KALAMAZOO 

| — — 1929 
| 83 YEARS | 
| SERVING THE PEOPLE OF THIS 
COMMUNITY SUCCESSFULLY 


1845 - 


| In these days of intense competition, we sometimes lose 
| sight of the fact that the underlying principles of 
merchandising are Just the same between buyer and seller 
! today as they were a hundred years ago, Different angles 
| and methods have crept In, some good and some bad. But 
| the fact remains and will be so, down through the years 
} to come. YOU GET JUST WHAT YOU PAY FOR. To 
| our knowledge, this has never been disputed. 
{ 
| 


We attribute our growth to Fair and Square Dealing, which 
these Slogans show: 

“No order 18 too small to be appreciated, and none too large 
for our capacity.” 

“To do business without errors; when we make them they are 
unintentional, and will be cheerfully rectified.” 


j ldwardés & Chamberlin, 


oo Tea seaat o KALANt LOS 
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before the transaction is consummated. We also have a 
one and one-half ton truck that is on the road the most 
of the time calling on the regular trade. The truck 
carries a comparatively representative stock of the 
smaller items and it is surprising the amount of busi- 
ness we secure by this means. Even a roadside stand 
is a prospect for an electric sandwich toaster, ‘hot-dog’ 


Tieing up with Kala- 
mazoo’s Centennial 
Celebration this June 
Edwards & Chamber- 
lin Hardware Co. ran 
appropriate advertise- 
“ments and designed 
window displays which 
could be linked with 
this important civic 
event. One of these 
ads is shown at the 
top of the page and 
the window shown at 
the left shows tools 
used 100 years and for 
contrast displays mod- 
ern quality tools avail- 
able today. This is 
completely described 
in the story 






































40 HARDWARE AGE for JULY 25, 


1929 









grill or similar articles. Our business in this line has 
made a consistent growth.” 

President Ross is also very actively interested in com- 
munity projects. He believes in his community and 
wants his store identified in such work. When the City 
of Kalamazoo celebrated its Centennial, June 19 to 23, 
1929, Edwards & Chamberlin Hardware Co. appropri- 
ately showed window displays which included hardware 
items in use 100 years ago and for contrast had modern 
counterparts of this historical equipment. 

Kalamazoo streets and buildings were gaily decorated 
during the Centennial Week. Special historical exhibits 
were shown throughout the city and appropriate enter- 
tainment provided. A historical pageant portrayed the 
city’s progress since Titus Bronson founded the city by 
erecting his cabin one hundred years ago. 

Mr. Ross quick to see the possibility offered by the 
celebration for unusual display and advertising, arranged 
special windows and inserted suitable advertisements in 
local papers. 

The window displays contained hardware items hav- 
ing historical significance, contrasted with merchandise 
offered for the same purpose today. Among the items 
in the display were tools used in the construction of 
Kalamazoo’s first hotel, erected in 1831 on the site of 
the firm’s store. Practically a complete set of the old 
fashioned wood working tools which were used on the 


ae 


as YR 
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Another window display of Edwards & Chamberlin Hardware Co. during the Kalamazoo Centennial Celebration. 
cludes cook stoves manufactured in 1837 alongside of modern type cooking ranges available today. 
cards tell the story of progress and contrast. 





old building were shown in the Edwards & Chamberlin 
window, together with the same type tools of modern 
manufacture. 

Another display featured a cook stove manufactured 


in 1837. It appeared to be hand wrought and its 
antiquity was emphasized by contrasting it with a 
modern electric range. 

Mr. Ross has been with Edwards & Chamberlin 
Hardware Co. for more than twenty years, prior to 
which he was in the retail hardware business in Wau- 
seon, Ohio, four years, and before that for ten years 
was a traveling salesman for Standart Bros. Hardware 
Corp., Detroit, Mich., hardware jobbers. His first hard- 
ware job was with W. H. Byrne Hardware Co., also in 


Detroit. A native of Canada, having been born in 
Woodstock, Ontario, Mr. Ross came to this country in 
1893. 


From the start the incumbent N. R. H. A. president 
recognized the value of cooperative thinking and took 
a most active part in all local and state hardware asso- 
ciation work. He is a past president of the Michigan 
Retail Hardware Association, was vice-president of the 
National last year, prior to which he served for several 
years as a National director. He has been a prominent 


convention speaker and is much sought after in that 
capacity. 








This display in- 
Attractive and appropriate 
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Radio Promotes Color in the Home 


Unusual Selling Promotion for Those Who Wish to Promote Home Decoration Sales 


























ADIO and color 

R in the hme ——™ 

are linked ina ("| 
new paint and decora- ‘4 " } | NT 
tive materials selling * é 
plan that has become [apemsagr™ | 
nation wide in its F 
effectiveness. Recently the 
Cheraw Hardware Co. of 
Cheraw, S. C., tuned on the 
Tuesday morning program 
and sold six cans of lacquer 
to those who heard the talk 
in the store. 

Radio as an aid to selling 

paint, as we get the story, began in some 
local broadcasting territories. Several 
stores that believe the local broadcasting 
territory in their natural trade territory, 
arranged for broadcasting the announcement that they 
would, on certain dates, conduct a paint demonstration. 
Zachary R.: Tate of Oil City, Pa., was one of the deal- 
ers who tried out the broadcasting plan. He made a 
brief announcement of the store’s plan for a demonstra- 
tion over the radio, at noon and in the evening, every 
day for a week. Then he asked how many women in a 
class of 118 had heard the radio announcement. All but 
four said they had. 


A number of similar broadcastings were tried in vari- 
ous sections of the country as local projects and then 
“Duco Decorators” hour was arranged over the National 
Broadcasting chain. The master talk is made over WJZ 
at 10.30 Tuesday morning New York 
daylight saving time and 32 stations. 

Few men probably appreciate the 
extent to which the morning radio talks 
on home making subjects have become 
a part of domestic life. Through a 
close attention to the subject matter of 
these talks, the broadcasting systems 
have been able to build a considerable 
respect for this 
period of the day’s 
broadcasting among 
women who are 
looking for new 
(Continued on page 74) 
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EOPLE who investigate ruins of ancient cities and 
Pics; old manuscripts and pictures tell us that some 

of the masterpieces of the olden days were made 
as signs and display pieces for merchants—in the days 
when few people could read. 

Today most people can read but they prefer to look. 
Merchants realize this and it explains why we have more 
and more commercial displays that approach master- 
pieces in coloring and in “telling the story.” On these 
pages are four displays that divluge a wide range of 
taste, each effective in its way. 

There are many phases of taste as to displays. These 
displays represent utility, novelty, variety and commer- 
cialism. Each will develop its following, for none is of 
the cut and dried sort. A few paint cans of various 
sizes with nothing to suggest use and taste; the neces- 
sary things to bring about a sale of paint. 

The sure fire method of attracting attention to a dis- 


is the 


FIRST SALES 
STEP 


To the left is the spring opening 
window of Stahl’s Hardware, Lansing, 
Mich. Crépe paper in colors of the 
spectrum form the background, with red 
crépe tubes for edging and black crépe 
flooring. At the bottom of the page is 
a novelty window by Gambriel-Bryant 
Hardware Co., Arkansas City, Ark. It 
attracted much attention. At top on 
page opposite is a showing of unfinished 
furniture kitchen equipment. Below it 
is a more formal display, indicating an 
ample stock of paint with the command- 
ing figure of the painter, by Snyder & 

Robbins, Asbury Park, N. J. 


play is to put motion into it; next comes the obvious 
suggestion of motion. Beauty and novelty also serve 
well. All are available to the display man who uses 
paint materials well. 

When a display really presents a picture it has a 
potency in selling the merchandise shown. For ex- 
ample, in featuring unpainted furniture with the neces- 
sary paint, brushes, etc., a series of display could planned, 
coverjng the entire home. Eeaeh week the window 
could portray one room of the house, if possible, with 
the pieces arranged in a practical manner, so that the 
prospect looking at the display can visualize not wood 
and paints but will see a room which invites his attention 
and intrigues his imagination, perhaps causing him to 
squint one eye and see the same equipment or part of it 
in use in his own home. Such a series, including bed- 
rooms, dining rooms, living rooms, sun porches, etc. 
would help gain attention, which is the first sales step. 
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BARNS, FARMERS and PAINT 


Salesman who can paint cattle portraits starts 
profitable fashion in community long unpainted 


HEN, one after another, the dingy old barns of 
W a farming community suddenly bloom forth 
with fresh paint, there is generally an interest- 
ing story behind the-transformation. This is what hap- 
pened in Smithfield, Utah, during the last year and the 
circumstances that brought about the change are sug- 
gestions for the paint salesman who has found the farmer 
a poor prospect. ag 
For more than 15 years the small amount of paint sold 
annually in this locality marked it as hopeless territory 
for the dealer. Some of the barns had never been 
painted, others hadn’t been touched with a brush since 
the original coat. Many of the houses, too, were neg- 
lected but no “One seemed able to wake up their owners 
to the importance of paint protection and beauty. 


The average farmer is vain of his cattle. 





Then Dan Lybbert, manager of the North Cache Mer- 
cantile Company of Smithfield, and Oscar Harwood, 
paint salesman for this company, went into a conference. 
Here was an opportunity, if they could overcome the 
farmers’ indifference. Something must be wrong with 
the method of approach, for no farmer who fully under- 
stood the value of good paint would fail to apply it sys- 
tematically to his property. Perhaps the sales talk of 
their competitors had lacked “punch.” In other words, 
what it needed was a human touch, something which 
would arouse the personal pride of their prospects. 

Now, the best way to get under a man’s skin is to 
talk about whatever interests him most. The average 
farmer is naturally vain of his cattle and likes to draw 
attention to them. Why not suggest painting a picture 


ife): — 


ro 


: 


A picture of his favorite bull on the outside of his barn would appeal to his pride and 


supply a further incentive for keeping the barn well painted. 
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The idea of decorating the barn in this manner was responsible for a general painting up in one Utah community which had long 
been indifferent to the value of paint. 


of his prize Guernsey or Holstein on the outside of his 
barn? This would not only appeal to his pride but 
would supply a further incentive for keeping his barn 
well painted. 

The idea went over big. Harwood, who had been a 
sign painter before he became a paint salesman, was well 
equipped to do justice to bovine charms. While good, 
practical arguments on the protective qualities of paint 
were also stressed, it is probable that this suggestion 
turned the trick in many instances. Since the sign was 
large enough to be seen at some distance and the owner’s 
name appeared below the picture, as shown in the ac- 
companying photographs, it not only improved the ap- 
pearance of the barn but was also good advertising for 
the farmer. 


Tuer are many other good points in this company’s 
method of selling. They may not be new but they are 
worth repeating. This is how Harwood goes about it. 
Every man who owns a house or a barn in need of paint 
is put on his list of prospects. When he calls, he is not 
too insistent at the start. Realizing, as he puts it him- 
self, that no one decides to paint on the spur of the 
moment, he is not discouraged if he doesn’t get an order 
during the first interview. 

Fle reminds the farmer that good paint not only pro- 





longs the life of a building but also enhances its market 
value and dwells on the fact that every home owner has 
more respect for himself when his house is clean and 
bright with fresh paint. 

Having put these thoughts in the mind of his pros- 
pect, he gives him time to think the matter over and then 
calls again. Sometimes it takes two or three interviews 
to land an order. 

More than one prospect, who hae absolutely refused to 
talk about paint in the beginning has finally succumbed 
to tactful handling and good arguments. One man of 
this type was not only convinced from his own stand- 
point but persuaded others to follows his example. Har- 
wood attributes his success with this farmer to the fact 
that he made his first contact on a friendly basis, merely 
dropping a word now and then about the quality of the 
paint he was selling and his willingness to offer every 
assistance should they finally come to terms. Every 
farmer is on the defensive with a salesman who tries to 
force a sale. 

Suggestions and advice are also given to the farmer’s 
wife on redecorating the interior of the home. A color 
scheme is worked out for the walls and floors and no 
matter how small the painting job, even if it is only a 
chair or a wall cabinet, this enterprising paint salesman 
shows interest in making the farmhouse as attractive as 
possible. 
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Silks and Auto Color Schemes 


Paris fashion dictators are including color schemes for cars 


By HOWARD KETCHAM 


Director, Duco Color Advisory Service 


style for both men’s and women’s clothes but never 

so much so as at present when beautiful new 
shades and tints are being-brought out every year. In 
dress fabrics in particular, every year sees the introduc- 
tion of new color ideas:and harmonies. Now, the newest 
colors for automobiles have begun to keep pace with 
these fashioris“ind so the refinishing of cars, if your 
customers are the sort of 
people who like to be abreast 


Cys! has always been an important part of the 


fenders and moldings. That color scheme is not at all 
eccentric nor is it loud and riotous to the eye. But it 
has a note of something different to it. It is, in other 
words, in perfect taste. 

Gabrielle Chanel, who is responsible for the new tri- 
color note in sports dress, sponsors another delightful 
harmony for a convertible cabriolet. She would have 
the entire body done in mais, the fenders in cobalt blue, 

moldings and wire wheels 
in dante red, (dark brilliant 








of the style, it is important 
that you should know the 
prevailing ideas of color to 
suggest to them the right 
paints. For, just as the Paris 
gown of this year is in the 
newest color, so the automo- 
biles may keep in touch with 
the newest mode. 

At present, browns, beiges, 
red browns and blues are at 
the top of the style and rep- 
resent the colors fashion has 
sealed with its approval for 
1929. Motor car manufac- 
turers have been quick to 
sense the importance of this 
color style trend and have 
been showing cars lacquered 








LMOST every buyer of paint for an 
automobile is perplexed as to the 
color plan he should adopt. The retailer 
can help him very materially by having 
some suggestions at hand. 
written on cards with the amount of each 
color required as a part of the notes. 
The retail salesman who will keep such 
notes can get suggestions by merely ob- 
ing the newer cars. 
factories standardized on a few colors for 
the year’s production, but recently new 
and interesting color combinations come 
from the factory at all times of the year. 
An observant salesman can quickly note 
these new combinations on his cards for 
inquiring customers. 


red), top and upholstery in 
cobalt blue, the moldings to 
be touched with a pale gold 
bronze stripe. 

Drecoll, who is a leader in 
all that is sophisticated in 
color creations, has this idea 
for a coupé: Entire body 
and fenders pandora blue, 
with the window reveals, 
moldings and wire wheels 
in whittier green. That is 
simplicity itself. 

Paul Poiret has been 
credited with much that is 
exotic in color harmony and 
has designed a daring color 
treatment for the popular 
convertible phaeton. Poiret’s 


may be 


Formerly the 














in colors to match the latest 

Paris color creations, particu- 

larly where, as is true in many cases, the color name of 
the silk has been taken over by the lacquer manufacturer 
and the perfect lacquer color made to correspond. 

As an example, the suntan idea in women’s gowns, 
sponsored by the leaders in the silk and textile industry, 
has popularized colors that heighten the effect and 
harmonize with sunburned complexions which have been 
so modish recently. 

Modern color contrast was first introduced in women’s 
gowns by Madeline Paquin and from that start has 
spread through the motor world. These Paris couturiers 
have, in fact, extended the scope of their color creations 
more widely during the last two years and this year 
several of them, from their perfect knowledge of the 
Paris color trends, have sponsored extremely interest- 
ing color combinations for automobiles making use of 
the tones that they are using in silk and rayon every day. 

Paquin, for instance, gives this as a usable color con- 
trast scheme for a sport roadster: Body and wheels in 
chartreuse ; mouldings and fenders, in brocatelle green, 
the car to be upholstered to match the green of the 


' scheme calls for the entire 

body and wire wheels in old 

gold; fenders and moldings in leaf brown; a strip of 

white on moldings and canvas top; upholstery in brown. 

In this case, the use of white on top of brown represents 

a new accent note in decoration, as well as something new 
for the automobile. 

Lucien Lelong has conceived a new idea for color 
treatment of a sedan. In this case, the entire body of 
the coupé, including the fenders is to be lacquered rust 
gold with moldings and wire wheels in borgia wine, 
window reveals in crater smoke, and a silver stripe on 
the moldings. 

The above color harmonies show that there is little 
danger of having one’s car too individual in its coloring. 
These couturiers are not afraid to be different, although 
it will be noticed that in every case the color harmony 
is retained and, whether we think we would like the par- 
ticular color scheme or not, they are always in perfect 
taste. The use of blue green and old gold is another 
thing worth noticing and Poiret’s use of a white stripe 
on a brown molding may have in it an idea that is 
worth experimenting with. 
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This placard an- 
nouncing the gift 
of brushes with 
paint was used by 
the Howe store. 





ARLY this spring we decided to put on a cam- 
EK paign to make Canton paint conscious. Also, we 

wanted the people of this town of about 3000 
people to think of paint and Chas. P. Howe Hardware, 
as something akin to the Gold Dust twins. For some 
time I have been reading the paint pages in HARDWARE 
AcE and storing up ideas. 

Along in the winter I began collecting window trims, 
and, in addition to those from the manufacturers, I got 
some from the Clean Up and Paint Up Campaign, and 
a couple of large posters 3 by 10 feet. In ordering 
stock from the manufacturers to complete our own 
stocks, we told them of our plans and asked for sugges- 
tions and display helps. 

On the amount of our order one manufacturer offered 
a newspaper advertising campaign, that is, they placed 
their own ads in the paper with our name as dealer. This 
took care of one newspaper and we set about preparing 
advertisements for our regular space in the other paper. 
Some of these advertisements were written on a basis of 
articles in HARDWarRE AGE. Reproduced here is one that 
is based on an article in the April 25 issue on the effect 
of color upon temper. 

When the time came, we started the two newspaper 
advertising campaigns, trimmed one window to fit in 
with the manufacturer’s advertisements and featured a 
free brush idea in the other. 

Inside the store we took the paint from the wall 
shelves and placed it on a specially fitted table, the table 
shelves being of a size to take one row of paint and above 
this table was a paint color display. Forward of this 
table, we cleared a large table and trimmed it with dis- 
plays, special color panels, sample cans of paint and 
materials for demonstrations. In our advertising we 
offered to demonstrate any paint in the store. The large 
posters were placed on a V-shaped rack and placed just 
under the electrically lighted sign on the front of the 
store building. Unfortunately, our campaign started 


Carefully Planned 
PAINT CAMPAIGN 
WINS 


Objective was to get the home town 

to talking and thinking with imme- 

diate sales secondary but they 
proved worth while. 


By MILFORD W. HOWE 


Chas. P. Howe Hardware, Canton, N. Y. 


just as a continuous rain set in and our posters did not 
last as long as we hoped they would, but while they were 
in place they could be seen for two blocks and a good 
many people did see them. 

(Continued on page 75) 


Color Predominates | 


Few Realize the Importance of 
Color in Everyday Life 













Perhaps you have found that in your own office. you 
are unable to concentrate on your work as easily as 
you did some time ago--before the walls were done 
over. Perhaps you know a room about which, with- 
out realizing why, you say, “What a restful place this 
is.” Or another. of which you say, “This room 
‘makes me feel cold.” Color is the thing. If you have 
a room which grates on your nerves, redecorate now. 
The wrong color can be extremely injurious, making a 
sensative person irritable and downcast in spirits. You 
and SAPOLIN can create light. airy, cheerful rooms 
that are a joy to work in. 


# Paint That You Can Use § 
i SAPOLIN AND AMERICAN SEAL PAINTS are 3 
not an experiment with us--they are time tested and 


proven by years of use. Anyone can use them for his 
or her own special work. We have a paint for every 


33) household use. Fe 
H FREE zhi FREE is FREE 

it As an appreciation offer to our old customers and an 
inducement to our new, we are offering free brushes 
fo:: a limited time only. Now you can get a brush 
with bristles vulcanized in rubber that can be cleaned 
and used many times. It will not cost you one red 
cent! With each can of paint we will give one brush 
to a customer. Small cans rate a small brush and larger 
cans take a larger brush. See our windows and dis- 
plays inside store for valuuble suggestions and details 
on free offers. 


ce Free Brushes 






















Mixing Paddles Painters’ Caps 






C. P. Howe Hardware 


: .53 Main Street Under the Electric Sign 











a 
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Thirty-One-Year-Old Sash Tool | is made. Three of these colors are graph- 


Now Used as Shaving Brush 


A new use for a round-type sash tool 
was recently uncovered by The Wooster 
Brush Co., of Wooster, Ohio. What 
seemed to be a shaving brush was received 
with a letter from a painter in California. 
The brush was in good condition despite 
its apparent age, and the letter said: 

“T am enclosing a Wooster brush which 
I purchased in 1898. Noting the fine con- 
dition of the bristles, I decided to cut the 
handle off and make a shaving brush for 


myself. I have had the brush in constant 





use about three times a week since the 
Spanish-American War. For the past 31 
years I have been in the painting business 
and want to congratulate you on the work- 
manship of your brushes, and especially 
this brush.”"—Joun J. BENES, Pomona, Cal. 


New Dixon Paint Color Cards 


The Joseph Dixon Crucible Co., Jersey 
City, N. J., now has available for distri- 
bution three new color cards showing its 
complete lines of paints. 

The color card for Dixon’s industrial 
paints shows the entire line of 14 colors, 
which includes four new colors as well 
as bright aluminum and standard red oxide 
paints. This line was formerly known as 
Dixon’s silica-graphite paints. This color 
range meets in a most complete way all 
standard color requirements for metal and 
wood protective coatings. 

The color card for Dixon’s utility paints, 
a new addition to its line of paints, shows 
the four standard colors in which this paint 


| 
| 
| 
| 
| 
| 
| 
| 
| 





ite-pigmented, the fourth oxide of iron. 
These paints are said to have all the quali- 
ties of a good protective coating, at a 
lesser cost, designed for use on “general 
run of work.” 

The color card for Dixon’s maintenance 


| floor paints, another addition to its line, 








shows the eight colors of this line. This 
paint has been developed for the protec- 
ticn of wood, composition, linoleum, con- 


crete and cement floors, and is said to give | 


the maximum of protection to such floors. 

The Joseph Dixon Crucible Co. will send 
any one or all of the above color cards to 
those interested. 





Substantial Increases Shown 
in Plastic Wood Sales 


The Addison-Leslie Co. of Canton, 
Mass., manufacturer of Plastic Wood, is 
reporting large gains through retail hard- 
ware and paint outlets. This increase is 
coming not only with the standard quar- 
ter-pound cans, but is noticeable also in a 
large demand for the pound cans. 

At the same time there is much interest 
being shown, particularly among the 
larger stores, in the small tubes of Plas- 
tic Wood. The tubes, which are sealed 
under the cap to make them air-tight, come 
in one dozen cartons. The tube eliminates 
the necessity of applying the product with 
the fingers or a knife. 





Hanlon & Goodman Salesmen Convene at New Jersey Plant 





Here are a few salesmen and executives of Hanlon & Goodman Co., brush 


manufacturer at 6 Riverside Ave., Belleville, N. J. 


The photograph was 


taken at a recent salesmen’s conference, which was held at the plant. 
Reading from left to right, we find: William A. Robertson, director of 
sales; O. W. Jarred; George E. Goodman, vice-president and treasurer ; 
William T. Campbell; John B. Goodman; A. J. Acocella; Walter Lowery; 
R. H. Earon; Harry Fox; Ernest B. Wright, Sr., president, and Ernest B. 


Wright, Jr. 











Three New Duco Shades 


To meet the popular demand for colors 
in the current vogue, three new shades 
have been added to the line of Duco for 
brush application by E. I. du Pont de 
Nemours & Co., Public Ledger Building, 
Philadelphia, Pa. The new shades, Wis- 
teria, Sahara, and Peach, are colors which 
are proving very popular for furniture and 
interior decoration. 

These shades were selected by the 
du Pont Home Decoration Service, which 
retains in an advisory capacity several lead- 
ing interior decorators. These three shades 





in combination with the other shades in 
the standard Duco color card permit a wide 
variety of color combinations in the mod- 
ern trend in decoration. 





The Vecar Fiber Paint Pot 


Vecar Paper Products Co., a manufac- 
turer of paper products at 725 East Fourth 
Street, Royal Oak, Mich., has recently 
placed before the trade the Vecar fiber 
paint pot. 

This paint container is claimed by the 
manufacturer to be paint proof, oil proof 
and leak proof. It is light in weight and 
strongly constructed. Several Vecar paint 
pots can be nested if desired. Made in 
three and six-quart sizes with suitable 
metal holders. 





The company also manufactures the 
V-A Strainer in two sizes. Ths is a 
strong and durable paint strainer. It is 
easily cleaned and may be used a number 
of times. 


Tung Oil Import Said to Be 
Fourth Largest for Chemical 


Chinese tung oil is the fourth largest 
chemical import of the United States. This 
statement is credited to E. C. Wood, 
chemical division of the U. S. Department 
of Commerce. 

Transportation to the United States is 
made from the ports of Hankow, Shang- 
hai and Hong-Kong by tank steamers. 
Last year this country imported 107,356,971 
barrels of tung oil, valued at $13,419,029. 
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Concentrated Buying Is Starting Point For 
Profitable Retail Merchandising 


HERE is a tendency today for 

| stores to handle too many brands 

of merchandise with less assort- 

ment of each brand and as a result the 

stock does not look impressive to the 
customer. 

Concentrated buying from our ex- 
perience is the starting point to profit- 
able merchandising and yet it is a sub- 
ject that is sadly overlooked by a large 
percentage of retail hardware mer- 
chants. 

It is no longer a question in my mind 
as to whether it pays to concentrate 
your purchases, but rather the impor- 
tant question, To how many manufac- 
turers, wholesalers and jobbers shall I 
confine my purchases? 


An Independent Matter 


This question would have to be de- 
cided by the individual dealer, for cir- 
cumstances differ. What would be an 
advantage to one might be a disadvan- 
tage to another. Then what might 
be called a few jobbers and manufac- 
turers by one might be a great many 
by another and vice versa. 

The fewer number of brands of an 
item a merchant carries, the better he 
will have control over them. 

Concentrating your purchases within 
reasonable limits works to the advan- 
tage of both the buyer and seller. It 
is the first step to reducing the over- 
head and increasing the turnover, which 
leads to greater profits, for both buyer 
and seller. 

By concentrating your buying, espe- 
cially on the main line brands, results 
i many instances to better price con- 
cessions, which will put you in a posi- 
tion to meet competition. 


Individual Efforts Wasted 


When I started in business we stocked 
three brands of prepared roofing. Each 
was as good as any in its class. In 
those days we did a nice volume and 
had a good turnover. Soon we were 
induced to add another brand. A short 
time after that we got a reduction in 
price on a competing brand and so we 
beught some of that. In time we found 


By FRANK J. PEKOC, Jr. 
Cleveland, Ohio 














FRANK J. PEKOC, JR. 


Editor’s Note—The son of 
a successful hardware mer- 
chant, Mr. Pekoc, Jr., is him- 
self a recognized success in 
the retail hardware ranks. 
He ouns and operates three 
of the best hardware stores 
in Cleveland, and is a keen 
student of administrative 
details essential to efficient 
store operation. His talk on 
“Concentrated Buying” was 
one of the high lights of the 
recent Ohio hardware con- 
vention. 











adding these lines. Each time a new 
brand was bought a few of our con- 
tractors took a fancy to it and made up 
their minds that it was the best they 
ever used. When we tried to switch 
them back to the old brands they ob- 
jected. The trade was split up into 
seven or eight factions, each loyal to its 
brand. That meant, of course, we were 
obliged to stock seven brands to do the 
same volume that we did previous to 
that with three brands. Not only that 
but we were obliged to buy similar 
quantities of each kind to get the right 
price and satisfactory delivery, there- 
fore we were obliged to carry double 
and triple stock to do the same volume. 

Your Advantages in Buying Con- 
centration : 





that a serious mistake was made by 





1. There is less danger to the retailer 
of over buying through duplication. 

2. The best prices and most favorable 
service are often held back from 
dealers who unnecessarily scatter 
their buying. 


Se 


. Allows additional space to display 

more of the profitable lines. 

4. You eliminate broken stocks. Mixed 
up lines reduce investment. 

5. By concentrating your buying year 
after year, especially on main lines 
you buy to keep ahead of competi- 
tion. 

Enthusiasm is Signified by Concen- 
trated Buying. 

Why is it that one store often sells 
many times as much of a given line 
as other similar stores? 

Usually the store that makes the 
greatest sales has concentrated its buy- 
ing on one brand and has stocked it in 
a way to show its own enthusiasm for 
that brand. 

Too many brands of the same lines 
choke off the enthusiasm of the store 
salesman. The customer becomes en- 
thused over one line also. 

6. You can get full cooperation 
through advertising and promoting de- 
partments who are interested in help- 
ing you move the goods off your shelves 
after they are paid for. 

7. You are able to place a larger 
volume with given manufacturers or 
jobbers thereby resulting in better price 
concessions. 


Helps on Credit 


8. Better consideration from manu- 
facturers and jobbers if accommoda- 
tions are needed in the way of credit 
terms, because by giving volume they 
take more of a personal interest in 
your success. 

9. Concentrate your buying from a 
restricted number of sources as far as 
practicable. Investigate as to quality 
of lines and reputation of house—is re- 
ply to larger percentage of profit on 
smallest capital investment. Don’t be 
every wholesaler’s, jobber’s and manu- 
facturer’s small buyer. 



















50 HARDWARE AGE for JULY 25, 1929 





Calling on the Trade 


By Saunders Norvell 


N my article last week, I told of some of my adven- 

tures in the city of Knoxville, the metropolis of 

eastern Tennessee. This article will tell how Mr. 
Walter Keith, of Keith Simmons Company, Nashville, 
and I “called on the trade” between Knoxville and Nash- 
ville. Mr. Keith had driven 210 miles from Nashville 
to Knoxville on Friday, and I met him that evening at 
the Farragut Hotel. We were all set for an early start 
Saturday morning. I was keenly anticipating the drive 
on the splendid state road through the picturesque moun- 
tains of eastern Tennessee. 

Early Saturday morning before leaving, I called on 
Mr. Woodruff of the Woodruff Hardware Company. 
This house is one of the oldest hardware concerns in 
Tennessee. I can very well remember when, as a boy, 
as a stock clerk for a jobbing hardware house, I 
filled orders for the Woodruff Hardware Company. 
It therefore gave me great pleasure to meet the head of 
this house and talk over the many years that have so 
pleasantly slipped by since those early days. The Wood- 
ruff Hardware Company have a very large and success- 
ful business. I was interested in going through their 
Retail Department, where they carry all of the most 
modern and up-to-date lines of goods. On account of 
the large number of students at the universities ‘in Knox- 
ville, there is a great demand in this city for sport goods, 
and it was evident to me that the Woodruff Hardware 
Company are in a position to supply them not only with 
quantity but also with quality in this line of goods. 

After making this call, Mr. Keith and I took the back 
seat in his car, lighted our cigars and started out on the 
great adventure. I wish to say a word here in praise of 
Mr. Keith’s colored chauffeur. I do not think I have 
ever had the pleasure of riding behind a better one. A 
good part of the time on this trip we were traveling at 
the rate of sixty to seventy miles an hour. This drive 
from Knoxville to Nashville was the nearest thing to a 
trip by air, and it was a comforting thought to know 
that one was in the hands of an experienced pilot. 

There is one man I would liked to have met on this 
trip. Marshal Foch publicly made the statement that he 
was one of the bravest men, if not the bravest, in the 
Allied Armies. This man is Sergeant York, who has a 
farm near Knoxville. In the World War, as I heard 
the story, just in the course of one day’s work, all alone, 
he killed 19 Germans and brought single handed 100 
German prisoners into camp. I have heard that Ser- 


geant York has written a book about his experiences dur- 
ing the World War, and this book I propose to get, as I 
am sure it will be an illuminating exposition of how a 
diet of fried food develops fighting qualities. 

It was a beautiful day. It seemed to me about every 
fifteen minutes we crossed a river. 
whether it was the same river or several rivers. 


I do not know 
These 


rivers winding through the green valleys of Tennessee 
gave just the right finish to the succession of beautiful 
landscapes. r 

We stopped for luncheon at the nice old town of Mc- 
Minnville. There is an old hotel in this town conducted 
by several ladies. I think the State Health Commission- 
er had better make an investigation of this hotel: It is 
a dangerous place for anyone to stop at. In all my life, 
I have never seen such a meal served for lunch, or may- 
be it was dinner. I never saw so much fried chicken 
and sweet potatoes, corn on the cob, peas, beans, etc. I 
do not believe I ever before ate so much in one city, and 
as a result for the last half of the ride to Nashville on 
this warm summer afternoon, mentally I was in a state 
of coma. Before this dinner, all of us in our party were 
quite talkative, but after this dinner, we smoked in si- 
lence, and I am even of the opinion that notwithstanding 
the rate of speed at which we drove, I slept peacefully. 

ut as the Editor of HARpwareE AGE has told me I 
must write about selling, I must tell how on this trip we 
called on the trade in the most approved form. As a 
matter of fact, I do not remember in my entire experi- 
ence as a salesman calling on the trade to better advan- 
tage and in a more satisfactory manner than we did on 
this trip. 

Naturally our time was limited. Mr. Keith had said 
that we proposed to cover the 210 miles of this trip in 
five hours. To average 40 miles an hour and still call 
on the trade would satisfy the ambition of the most mod- 
ern and up-to-date salesman. I therefore wish my read- 
ers to very carefully note how we called on the trade on 
this trip. 

When we arrived in town, we saw the large retail 
hardware store of the McMinnville Hardware Company. 
We drove up to the curb, and Mr. Keith, without get- 
ting out of the car, leaned out and called somebody by 
their first name. A gray-haired gentleman came similing 
out of the store and shook hands. I was introduced to 
Mr. Elkins, proprietor of the business. We had a little 
chat, and then we were on our way. 

Now that is the ideal way to call on the trade. Stop 
your car in front of the store, call out “Bill” or “Harry”, 
shake hands and then pass on. You do not take up the 
buyer’s time. You do not worry him with any sales 
problems, and you yourself do not find it necessary to 
wait your turn to sell the prospect. I am not recom- 
mending to all salesmen that they adopt this method of 
calling on the trade. I am afraid if they did, like most 
things that are too good in this world, the job would not 
last very long. 

Sailing out of McMinnville, our next stop was at the 
enterprising town of Murfreesboro. As I have written, 
it was Saturday. The town was crowded with people 
in automobiles, but here we stopped in front of the store 
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of the Brown Hardware Company and again Mr. Keith 
leaned out of the car and called out “Tom! Tom!” Mr. 
Tom Brown, the proprietor of the Brown Hardware 
Company appeared on the scene, and we had another con- 
ference. Mr. Tom Brown was formerly a traveling 
salesman, but he finally gave up the road and settled 
down in the retail business at Murfreesboro. 

We were sorry that time did not permit us to call on 
inore retail dealers, but just like other salesmen, the 
main object of this journey was to arrive quickly at our 
destination. Calling on the trade was a secondary con- 
sideration. 

Early in the afternoon, I found myself a guest at the 
hospitable Andrew Jackson Hotel of Nashville. The 
Tennesseeans, even in their hotels are fighters. Here I 
had just left one hotel, named the Adiniral Farragut, 
and I land at another one called the Andrew Jackson. 
Both of these gentlemen were noted in their day for 
being quick on the trigger. 

That night there was a banquet, at which eighty-six 
dealers and salesmen were present. I was suppesed to 
give this banquet myself, but when I settled my hotel 
bill, I found the bill had been paid, including the ban- 
quet. I started an argument with the young lady cash- 
ier, but she said the bill was paid and that was all there 
was to it. If I had anything more to say on the subject, 
I had better discuss the matter with Mr. Keith. 

At this dinner the addresses were of a more or less 
facetious character. The weather was too hot to deal in 
statistics. There were several young newspaper report- 
ers present. In my remarks, I referred to the fact that 
we lived in an age of machinery, that we use machines 
almost every moment of our lives—telephones, automo- 
biles, elevators, railroad -trains, adding machines, type- 
writers, etc. In fact, I made the statement that every 
man, woman and child in the United Statest is served 
by machines totaling forty horsepower. In other words, 
each of us has forty horses in power working for us all 
the time. 

Such being the case, I argued, all of us should cut 
down the amount of work we do. I stated, for instance, 
that I was aware that the salesmen of the country had 
decided it was unnecessary to work on Saturday. This 
meant that they get home Friday night. This also meant 
that they leave their territories Friday noon. Most of 
them leave home Monday morning and arrive on their 
territories Monday afternoon. This therefore figures 
out that the actual selling done is only on Tuesdays, 
Wednesdays and Thursdays, if nothing happens to in- 
terfere with Wednesdays. 

Of course, as Mark Twain said, I was talking rather 
“sarcasticul.” I stated that no real salesman should ac- 
tually work more than three days a week. The salesmen 
in the audience seemed to-understand what I was talking 
about. You can imagine my surprise the next morning 
when I read the newspaper account of the banquet to 
note the heading, “Norvell advocates a three-day week 
for salesmen.” Those newspaper reporters took every 
word I said seriously. 

When Mr. Keith replied to my remarks, he said that 
it took a man with some courage to come to Tennessee 

and talk about the Tennesseeans being fighters, because 
they lived out of a frying pan and this gave them indi- 
gestion and indigestion made them love a fight. 


He also referred to my remarks about the three-day 
week, and then he added that possibly the guest of the 
cvening was not as courageous as he appeared, because 
he sat there with four of his gunmen protecting him. 
Mr. Keith added that if anybody had made a move, the 
chances are that four automatics would have been 
brought quickly into action. 

“Here,” said he, “is this man, coming down to Ten- 
nessee, talking about fundamentalism and 100 per cent 
Americanism, but traveling everywhere with his guard 
of four men, each of whom has a record of being a dead 
shot. In fact, they were hired by this man Norvell 
simply for their ability in the shooting line.” Mr. Keith 
even recommended that the guest of the evening go up 
to Chicago with his posse and take a hand in straighten- 
ing out conditions among the gunmen in that town. 

It struck me that these remarks were ill-timed and 
out of place, but the Keith Simmons salesmen present, 
judging by their applause, seemed to think that the head 
of their house was talking on just about the right lines! 

Then came the hospitality of Nashville. What lovely 
homes! What beautiful estates! But of course Nash- 
ville, just like Knoxville, is obsessed with the idea of in- 
creasing her population and her manufacturing. 

I visited one of the leading banking institutions with 
Mr. Keith. The room had a ceiling almost as high as 
that of a cathedral. This banking house would have 
done credit to New York City. When I spoke of the 
building, the President of the bank stated that a railroad 
President on a recent visit remarked that their banking 
room must have been built with the ultimate idea of be- 
ing a railroad station. 

The thought uppermost in my mind in visiting both 
Nashville and Knoxville was that if some of the people 
in the United States who have gathered the idea that 
Tennessee is a backward state could see these two cities, 
their buildings, their streets, their public institutions, 
and their banks, not to mention the modern and luxuri- 
ous homes of their citizens, they would completely 
change their ideas in regard to the state of Tennessee. 
Nowhere in my travels have I seen such outward evi- 
dence of prosperity. " Nowhere have I seen a more 
friendly, courteous and happy people. 

How lucky, in a sense, has the state of Tennessee 
been that the wave of immigration passed by on the 
other side. Here in this state one finds, as nowhere else 
in this country, a homogeneous population of Americans. 
There is no melting pot here. There are just two kinds 
of people—the white and the colored people. The two 
classes are living in peace and harmony with each other. 
The colored people supply the manual labor that is need- 
ed. While the white women in other states are doing 
their housework, because of the high cost or the impos- 
sibility of securing help, here in this state families that 
are only reasonably well off keep one or more servant, 
so the manual work is not done by these southern wo- 
men. As a result, they have more time to devote to the 
amenities of social life. 

Not even my friends, the Tennesseeans, know how well 
off they are. They should visit other states and other 
places, where there is a dense population and a great deal 
of manufacturing and business. They should study how 
the mass of people live in these sections. Then they 

(Continued on page 78) 
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Joe 


OMPETITION 
doesn’t bother 
Joseph J. Vinot, 

owner of the Vinot Hard- 
ware Co., Joplin, Mo., when 
it comes to the sale of 
builder’s hardware, or in 
any other respect. Joe 
Vinot — pronounce it 
V ee-no, please—has no fear 
of any competition whatso- 
ever, in fact; he simply 
goes ahead in his own quiet 
fashion and trims buidings 
in and around Joplin with 
hardware out of his stock 

Perhaps it is his quietness and confidence that makes 
his operations so formidable; at any rate, not a sign of 
a chip on his choulder is discernible to the naked eye. 

In the first place, Mr. Vinot likes builders’ hardware ; 
likes to talk it; likes to show it; likes to fondle it. Pos- 
sibly that French branch on his family tree gives him an 
artistic bent that some of the rest of us don’t have. 
Whatever the reason—it may be simple common-sense, 
after all—he has a shrewd appreciation of the beauty- 
value in builders’ hardware and sells it as hard as he 
knows how, particularly to the women. 

Beauty-value always has a stronger hold on the 
feminine side of any house than on the masculine. Mr. 
Public first wants to know what’s under the hood of an 
automobile ; Mrs. Public, on the other hand, looks to the 
color and the lines. So it is in the sale of builders’ 
hardware. 

If Mr. Vinot can get his samples under the eye of 
the wife of the prospective home-builder, the husband 
usually yields to her judgment and buys a better hard- 
ware trim than he had ever dreamed of in his previous 
philosophy. Nature will take her course! 


This Missouri Merchant turns a 
$4,000 Stock of “Better Builders’ 
Hardware” Four Times a Year. 
He Snuggles up to the Contractor 
and Specializes on Right-Now 
Service. Women, He Finds, Can 
Easily Be Sold on the Beauty- 
Value in “B.B.H.” 


Vinot Licks Competi 


Yet this is not all there is 
“to” the Vinot plan. He 
is thoroughly practical. 
That, also, is likely to be a 
French characteristic. His 
love for the beauty and 
craftsmanship in builders’ 
hardware doesn’t keep him 
from liking the music of 
the cash register as well as 
the next one. 

Consequently, he snug- 
gles up to the building con- 
tractor and wins his good- 
will on the solid basis of 
effective, right-now service. 

Blue-prints have no terrors for him. He can read 
them and follow them as easily as the average person 
can read and follow the printed words on this page. 
This ability the contractor ever fails to respect. Joe 
Vinot speaks the contracting language. 

Nor is he afraid to carry builders’ hardware in stock. 
His supply on hand at this moment would probably in- 
voice at four thousand dollars. That’s how much he 
thinks of builders’ hardware. The Field Editor of 
HarpwarE AGE found him with eight Colonial door- 
handle numbers, ready to beautify the house of any cus- 
tomer who might call, and four or five numbers of 
wrought-iron Spanish door-handles, not to mention three 
styles of escutcheons and inside door sets. 

Mr. Vinot keeps a sample case and uses it. Scarcely 
a week goes by during the spring or fall building season 
when he does not take that sample case out at night and 
carry the gospel of better builders’ hardware into some- 
body’s home; often he makes such-selling trips two or 
three times a week. 

Not long ago, in this way, he sold one woman a bill 
that averaged nearly twenty-five dollars to the door. 




















HARDWARE AGE for JULY 25, 1929 53 





tion on Builders’ Hardware 


Each outside door called for a thumb-latch costing ten 
dollars and heavy hinge plates on both sides. 

Even the knocker cost the woman ten dollars, but she 
was proud to equip her new home—a small one, by the 
way—so as to have it both conveniently and artistically 
“complete.” Over all, that was a two-hundred-dollar sale 
—one more American dwelling saved from the risk, in- 
convenience and mediocrity of cheap builders’ hardware. 

Schools, churches and other public and semi-public 
buildings in the Joplin district are similarly trimmed 
with superior builders’ hardware furnished by the Vinot 
Hardware Co. The bill for an average school building 
runs as high as fifteen hundred dollars. 

The Bethany Presbyterian Church, Joplin, the South 
Joplin Christian Church and the Oakland Christian 
Church, on the highway between Joplin and Webb City, 
Mo., are recent Vinot “jobs.” Plenty of his customers 
and prospects know that by this time. 

In each case he had a small folder printed, carrying 
a cut of the church and informing “all and sundry” as 
to the part the Vinot Hardware Co. had played in its 
construction. Mr. Vinot also maintains a tinning de- 
partment which works in well with builders’ hardware 
contracts. 

It happens that he doesn’t belong to any of the three 
churches mentioned. He is known chiefly as a builders’ 
hardware specialist and the contractors, many of them, 
ask him to bid before they make their over-all bids. 

Though he is careful to carry an adequate stock that 
vill stand up under sudden demand, Mr. Vinot is just 
as careful not to over-stock. As a rule, he gets a four- 
time turnover on builders’ hardware. His current supply 
includes escutcheons, locks, door-handles, butts, screen- 
door grills, sash cord, sash chain, sash weights, garage 
fixtures, etc. 

There is no bluff about Joe Vinot’s builders’ hardware 
service. The contractors have learned that, which is why 
he and they cooperate so profitably. It is loosely repeated 
that the building contractor is interested mainly in price. 


That is not the case—at any rate, as Mr. Vinot observes 
it from his own first-hand experience. 

“Worth-while contractors,” he declares for the benefit 
of any who may entertain the foregoing delusion, “are 
not half so much concerned about price as they are over 
service. They know we carry a well-selected assort- 
ment of builders’ hardware. They know we will get it 
out to them when they want it. 

“For instance, a contractor may call in the morning 
for four or five outside door locks in a hurry. Perhaps 
they are all to be keyed alike, or he may ask us to master- 
key them. All right. In either case, we tell him we can 
get the goods out on his job that very afternoon, with- 
out further parley or delay. Such service is appreciated 
by the builder and price seldom looms large in the deal. 

“One of the small contractors here had a small store 
building to trim recently. In this case, he did not come to 
me until he had bought elsewhere. The locks cost him 
$4.75 each. I could have furnished them at $4.50. But 
that’s not the point. He showed me the goods before 
installation and we got to talking about it casually. I 
know him well. He said the escutcheons were brass. 

““Fine!’ I said. ‘Let’s see if they’re brass.’ 

“T applied a magnet to one of the plates. It stuck. 

“Brass over steel,’ I said without too much of a grin. 

“His jaw dropped. It was a little lesson in builders’ 
hardware quality which I did not begrudge him. Some- 
what later he needed two more locks and he came to me 
for them. I have an idea he'll keep coming.” 

This is just an incident from the everyday experience 
of “Joe” Vinot as he throws light into the dark places of 
the still undeveloped market for Better Builders’ Hard- 
ware. 


ns 


Four recent important buildings in Joplin, Mo., for 
which Joe Vinot furnished the hardware. He will 
feature these photos in his advertising and selling 
campaigns. These indicate the quality and variety 
of contracts obtained by this progressive merchant. 
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“We Bank 
Heavily on 


Our 
Windows” 


Says J. G. Torrance 
of Batavia, N. Y. 


~ a ” 
on Laren 


feature of our store,” says John G. Torrance 

of Steele & Torrance Co., Inc., Batavia, N. Y., 
a city of some 16,000, midway between Buffalo and 
Rochester. 

“We not only bank heavily on our two windows, but 
find that the type of window trim that we use keeps us 
well out in front in general hardware sales!” 

The Steele & Torrance store is indeed a western New 
York institution. Established in 1836, it has for the 


‘6 QO: window displays are the biggest single 


past 93 years remained at the “same stand,” and occu- 
pies, at the present moment, an enviable position in hard- 
ware merchandising circles in its progressive section of 
the country. 

“What constitutes a good hardware window?” we 
As a part of his reply he pro- 


asked Mr. Torrance. 


Bee 2 


WO windows that 

offer practical sug- 
gestion to window dis- 
play men are those pic- 
tured here. The upper 
one in particular is po- 
tent with seasonable in- 
terest. From the artistic- 
ally conceived and exe- 
cuted “back” to the firm 
name in the foreground 
it efficiently sells camp- 
ets’ supplies. Equally 
interesting but of a dif- 
ferent type is the lower 
display. Here a good 
use is made of price 
tickets, and the arrange- 
ment radiates quality. 






is P : = ba = . 
TORRANCE C° 


duced from a nearby file the two photos that accompany 
this article. 

“Here are pictures,” he said, “that represent the type 
of window that we employ. We believe in featuring one 
kind of merchandise at a time, and leaving it in a full 
week. Because we spend considerable time in initiating 
and executing our displays we want the most people 
to see them. And we want all to see our windows two, 
three and four times for the simple reason that while 
not tiring of them, the second, third or fourth visit in 
front of our store will reveal to the prospective cus- 
tomer’s mind a purchase or two. 

“We are believers in the theory that the displaying a 
large amount of merchandise is distinctly bad business. 
On the other hand, too few articles in any window is 
equally as bad. There is a happy medium as regards the 
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quantity of items displayed, but there is only one way 
of displaying this merchandise. This ONE way is the 
‘most attractive’ way possible. 

“First of all, there is the floor of the window. This 
must be clean and, if covered, this covering must be in 
keeping with the merchandise on display and with the 
remaining properties that go to make up the complete 
window. 

“Second, the background demands atterition. We con- 
sider our backgrounds a good thirty-three and a third 
per cent of our window displays. Practically all dis- 
plays have a special ‘back,’ for it is these special back- 
grounds that rivet the attention of passersby, and focus 
their eyes and minds on the actual display itself. 

“We do not have a brand new background with each 
new display. No, sometimes we use the same background 
two and three times in succession, fitting the proper dis- 
plays in front of this special ‘prop.’ 

“We make our own backgrounds and store them in 
handy space when not in use. 

“A third angle to a ‘good’ window is the lighting. On 
dull days we keep our lights on, and every night, with 
the store closed, finds our front windows completely 
illumined. A great portion of the real buying is done at 
night. 

“A hardware dealers’ windows should be selling for 
him fifteen to sixteen hours of each day. If the win- 
dows aren’t ‘on the job’ the required number of hours and 
if they aren’t done in as attractive a manner as they 


might be, they are falling down and are steering busi- 
ness to a ‘chain’ across the road or a competitor up the 
street. 

“Another thing in connection with the proper hard- 
ware display is the condition of the plate glass that sep- 
arates the items on display and the public. It’s probably 
a small matter to some, but to us the appearance of the 
windows, the plate glass itself, is of paramount impor- 
tance. Why, I’ve seen windows in some hardware stores 
that looked like they hadn’t been washed in ten years! 
No matter how good the displays might have been in 
back of this glass, they failed in their purpose because 
people couldn’t SEE them. We see that our windows are 
washed regularly and kept clean at all times. A clean 
window does two things: It gives the entire window 
display and store front a clean, fresh, inviting ‘look’; 
second, it aids ‘shoppers’ in selecting in their mind the 
item or items that they would like. 

“Seasonal displays are necessary, as most every hard- 
ware merchant knows. Our displays follow the calendar 
and take advantage of the advertising tie-up that Nature 
affords us. 

“Let me repeat the thought that we bank heavily on 
our window displays, which are the result of much time 
and labor. We have been in business at the same ‘stand’ 
for nearly 100 years, and I am certain that our successful 
longevity is due in very great measure to the extreme 
care that the Steele & Torrance Co. has taken with its 
window displays!” 





The Chain Store System Is No Joke to Independent 
Merchant, Writes Hamp Williams 


Hor Sprincs, Ark.—Everybody is talking about the 
weather, but there is nothing being done about it. Every- 
body is talking about chain stores, and mergers and nothing 
being done about it! 

Some people claim that the chain stores don’t amount to 
anything and that we have had them for a hundred years. 
Then why write long articles making explanations about 
them? They are trying to convince us that the chain com- 
petition amounts to nothing. We will admit it if they will 
first convince our customers to that effect. I am not worried 
over chain store competition, but I am disturbed and sur- 
prised at the ignorance of my customers. Work on them 
if you want to help me. They are the fellows that I am 
depending upon. 

The chain stores first established a reputation for selling 
goods cheaper than the independents. Now, since that is 
an admitted fact by the consumer, the chains propose 
through their National Association to begin giving service 
to the community in which they have stores,—service which 
the profitless independent merchants can not equal. What’s 
coming next? The chain stores have a lead on the follow- 
ing : capital, location, buying, display, advertising and trained 
merchandisers (the best that money can hire). Now they 


propose to render a community service unexcelled by us or 
any body else. 

Mr. Plumb in an article in Printers INK explains the 
If the chains are not taking 
How 


chain stores out of business. 
the business of the independents, why talk about it? 





did Mr. Plumb find out that the independent retail mer- 
chants were disturbed? I am frank to say if all the manu- 
facturers were as true to the jobber and independent retailer 
as Mr. Plumb, we wouldn’t have so much trouble. However 
they are not and we are having a struggle to stay in busi- 
ness—no need to deny it. 

The chains are here, apparently to stay, and I am ready to 
join some jobber retail chain for my own protection—one 
which will enable me to do business more satisfactorily, at 
lower cost and with less trouble; one which will enable 
me to meet price competition and yield me greater returns 
on my investment. 

When I see a plan better then mine I want to adopt it. 
An Irishman read from the tombstone of his friend, “Not 
dead, but sleepeth.” He said, “If I was dead, I wouldn’t tell 
a damn lie about it.” 

The chain store system is not a joke, or at least the banks 
of this country don’t think so. They are backing the chains 
to the limit. 

We are living in a new, scientific and electrical age. 
We buy our meals cooked and it will not be long until home 
cooking will be a fond memory and our food will be con- 
densed and placed in capsules containing all the calories and 
vitamines necessary for the preservation of the body—no 
more stomach trouble—carry a week’s ration in our vest 
pockets and sleep in our automobiles—a place to park is 
all we will need. 

(Signed) Hamp WILLIAMs. 
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New atalogs and ‘Dealers’ Helps 


Available from Leading Manufacturers 


Goulds Pumps Jobbers and dealers are 
receiving from Goulds 


Catalog “S” 
& Pumps, Inc., Seneca 


Falls, N. Y., the new Catalog S and Hand 
Book. This publication is something new 
in the pump field. In the back of the book 
are 32 pages of data, including installation 
diagrams, illustrative examples prepared to 
aid the dealer in selecting the right pump, 
figuring suction lifts, etc. 

The complete line of Goulds pumps are 
described and illustrated, many of the il- 
lustrations appearing in color. This is a 
loose-leaf publication, containing more than 
100 pages. 


Tools for bricklay- 


W. Rose Book 
of Tools Issued _*S: tile setters, plas- 
terers and stone 


masons are presented in an unusually ex- 
cellent manner in the W. Rose Book of 
Tools, produced recently by George K. 
Goodwin, owner, W. Rose & Bros., Sharon 
Hill, Pa. 

This volume is more than a catolog— 
it is a merchandising manual for the retail 
salesman and has been designed with that 
purpose foremost in mind. Old standards 
and styles were discarded in its prepara- 
tion. 
mers, mitering tools, brick chisels, ham- 
mers an‘ jointers are fully covered. Each 


tool is carefully described, its exact size | 


shown in outline, and the tool number re- 
produced prominently in heavy black type 
for quick reference. Each illustration in 
the W. Rose Book of Tools was made 
from a new retouched photograph, and the 
preparaticn of the illustrations consumed 
nine months’ time. 


Trowels are featured, and tile ham- | 








There is a general index of tools an’ | 


a geographic index showing what style 


sections of the country. Several articles 
from the pen of Mr. Goodwin are re- 
printed from HArpware AGE and other 
trade publications. These articles, to- 
gether with the other helpful and valuable 
information, make the W. Rose Book of 
Tools one of the most complete volumes 
of its kind ever produced to cover a line 
of tools. 


The Short Game _ Beckley-Ralston Co., 


for Golfers 42 West Twenty- 
second Street, Chi- 


cago, Ill., is distributing a practical book- 
let of interest to golfers. It has been de- 
signed for dealer distribution. The book- 


let contains 42 pages and has many illus- 
trations. “The Short Game,” as it is titled. 
was prepared by P. A Vaile, well-known 





writer on golfing subjects. The “Stroke 
Saver” golf club, product of the company, 
is mentioned in the last few pages of the 
booklet. 


The complete line of 
Kenmore _ Electric 
Clocks which it manu- 
factures are described and illustrated in 
a new catalog recently issued by The Kodel 
Electric & Mfg. Co., Cincinnati, Ohio. 
Many models, finished with bakelite in a 
variety of colors, are shown. Other models 
designed for table, bookcase, hall or bed 
room use are illustrated and described. 


Kenmore Line 
Electric Clocks 


A Sash Chain “To Which Period Do 


Booklet Issued Your Windows Be- 
long?” is the title of a 


folder recently issued by the American 
Chain Co, Bridgeport, Conn. It shows the 
evolution of the window and tells the 
benefits derived from using the company’s 
sash chain. This folder will be a handy 
reference for the architect and builder and 
interesting to the home owner. Copies may 
be had from the manufacturer. 


Apex Products The Apex Products 
ler Hel Co., 32 South Western 
eater Sietps Avenue, Chicago, IIl., 


| producer of the Apex Moth Cake, has pre- 


pared a large assortment of dealer helps 
to stimulate the sale of its product. Win- 
dow display material, cooperative adver- 
tisements, envelope stuffers, etc., are avail- 
able. 


| Poultry Equipment The line of Kleen- 


tools are in greatest demand in variozs | 


| Catalog No. PE-1 


Ezy poultry equip- 
ment is described 
and illustrated in Catalog No. PE-1, which 
has recently been published by H. D. Hud- 
son Mfg. Co., 324 Third Avenue, N., 
Minneapolis, Minn. Poultry feeders, water- 
ers, brooders, brooding houses, ventilators, 
troughs and miscellaneous equipment are 
shown. 


Peters Prepares <A new folder prepared 
Dealer Ads. by The Peters Car- 

tridge Co., Cincinnati, 
Ohio, shows dealers a wide variety of ad- 
vertisements which the company has pre- 
pared for dealers’ use. The advertisements 
“play up” the deal’s store as well as the 
company’s ammunition. These advertise- 
ments have been prepared for use during 
the coming fall months. 





G. E. Hand Fan A /7-by-9-in. hand 
fan, a cardboard rep- 


Distributed lica of a_ standard 


General Electric fan, is being distributed 
by the merchandise department of the 
General Electric Co., Bridgeport, Conn. 
This dealer help shows the natural colors 
of the power fan, and across its front is 
printed: “With our compliments until you 
get your General Electric Fan.” On the 
reverse side are illustrations of several 
models. 


Sixteen new tie-ups 


Sixteen Tie-Ups 
for Amer. Flyer for 1929 are enu- 
merated in the new 


Complete Merchandising Service Booklet 
published by American Flyer Mfg. Co., 
2219 South Halsted Street, Chicago, [Il. 
Magazine and newspaper advertising are 
shown, display cards and window streamers 
reproduced, catalog inserts and banners 
displayed, and a complete electrotype chart 
arranged for dealers’ use. 





Richmond Hardware Catalog No. 29 


has been pub- 
Catalog No. 29 lished by Rich- 


mond Hardware Co., Richmond, Va., cov- 
ering the line of hardware, cutlery, tools 
and automotive hardware which this large 
jobbing house handles. The book has been 
carefully prepared, is fully illustrated and 
bound with a heavy board cover. List 
prices are shown throughout. 





Kawneer Publishes A very attractive 


Store Front Catalog 56- P48 € catalog. 
portraying many 


typical store front illustrations, has been 
issued within recent weeks by The Kaw- 
neer Co., manufacturer of modern store 
fronts, having plants at Niles, Mich., and 
Berkeley, Cal. There is a wealth of in- 
formation in this catalog and many illus- 
trations are in color. The catalog should 
prove valuable to dealers who contemplate 
installng a new and modern store front. 
Copies of the catalog will be sent on re- 
quest to Niles, Mich. 





Premier Cleaner “An Exposure and 


Has New Booklet 2 Revelation by 
Premier,” an inter- 


esting booklet regarding its electrical 
vacuum cleans, has been issued by The 
Premier Vacuum Cleaner Co., Cleveland, 
Ohio. The major part of the booklet is 
devoted to the Premier Duplex cleaner, 
Premier Spic-Span and the Premier Junior. 
Space has been left for the dealer’s name 
to be imprinted. 
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Proper Pricing Must Always Provide Cus- 
tomer Satisfaction and Store Profit 


pricing of merchandise might well 
be treated as one subject. 

In pricing of merchandise, three distinct 
objects have to be considered: 

1, Insure a mark-up large enough to pay 
all your overhead and a fair profit on your 
investment. 

' 2, Have merchandise priced so customers 
will buy it. 

3. Have merchandise priced so the same 
customers will come back again, as the av- 
erage merchant has to depend on the same 
customers year in and year out. 

The day when the same per cent of 
profit can be added to all merchandise is 
past. We have all learned to add a good 
10ound margin to merchandise of exception- 
ally good value, to good buys, to slow mov- 
ing merchandise, to lines we control, if 
such a thing is possible any more, and to 
specialty lines we are fortunate to find be- 
fore our competitors do. 


Ss CIENTIFIC pricing and courage in 


A Dignified Business 


The hardware business has always been 
considered a _ dignified business where 
prices were figured in convenient, even fig- 
ures and such things as odd cents were not 
thought of. in fact, the feeling existed 
that to do that would cheapen the hard- 
ware business. We ourselves have never 
resorted to it. 

But are we doing justice to our business 
not to do it? Are we not driving business 
away by sticking to the old pricing custom 
adapted years and years ago? The store 
that uses the odd cent system does not 
necessarily give their customers better 
value for their money, but it impresses the 
customer that way, and the impression we 
make on him is what counts after all. 

It is because the buyer has so little sense 
of value that he is willing to pay 97 cents 
for an article that can be bought in the 
old-fashioned hardware store for 90 cents. 
The odd cent method is used by all mail 
order houses, department stores, chain 
stores, and the so-called cut-rate stores, 
and they are all successful. 

So why not adapt methods which we 
know have proved successful ? 


Volume or Margin? 


You can sell a Cartwright pruning shear 
for $3.50 and everybody is satisfied, be- 
cause the mail order houses do not know a 
thing about them, but how about a garden 
trowel? Are you going to meet the prices 
of the mail order houses, make a small 


By E. A. FRANZ 
Hood River, Oregon 





OW many hardware 
merchants have a 
definite pricing policy 
based on factors other 
than cost? Mr. Franz dis- 
cussed this subject at 
the recent Pacific North- 
west convention. 


The Editor. 

















profit and sell a good quality, or are you 
going to mark them so as to show you a 
good profit and sell half the quantity. The 
net profit in either case will be about the 
same at the end of the seascn. The ques- 
tion arises which of the two methods is the 
most profitable to your store in the long 
run. It is impossible to prescribe the same 
dose of medicine for all of your ills. 

Locality, local conditions and the class 
of customers you cater to has a good deal 
to do with it. The same principles govern 
all retail transactions, no matter where you 
are located, but there is the old method 
and the modern method of retailing and the 
extent to which either one or the other is 
to be employed in a man’s business is en- 
tirely up to him, as he thinks his condi- 
tions warrant. 


Forget the Price Cutters 


It is a waste of time to fight the drug 
stores and cigar stores with their 98 cent 
watches, 93 cent clocks, 79 cent pocket 
knives and 54 cent scissors. Forget them. 
There is no money in it for you. It only 
means grief every time you sell one of 
those articles. Confine yourself to good 
merchandise on which you have been mak- 
ing a profit and fight those stores with 
intelligent merchandising, utmost courtesy 
to your customers, high efficiency of your 
sales force, prompt service at all times, 
individuality of your establishment, reliable 
merchandise and complete stocks. 

In order to reap the benefit of new lines 
and better prices, it is of great importance 
to be the king pin of the hardware busi- 
ness in your city. The prestige it gives 
you with the jobbers and vour customers 
is far-reaching. It gives you the buying 
power, but you must provide the outlet, 
always watching your customers, their atti- 





tude toward your store and your com- 
petitor’s. 

Never get the reputation of being the 
high priced store of your city, but rather 
the store where one can always find what 
one wants at a fair price. Get the reputa- 
tion of being the quality store. When you 
enjoy that reputation your prices will not 
be scrutinized quite so severely. 


Set Values for Your Customers 


Practically all of your customers are 
willing to pay for good service and quality 
merchandise. A very small percentage of 
your customers know the value of mer- 
chandise. It is up to you to fix the value 
of the merchandise you sell in their minds, 
backing it up by fair dealing and the con- 
fidence you have inspired in your customers 
in the past. 

Different sections of the country have 
need of different lines of hardware. Tim- 
ber, cotton, wool, grain, fishing, hop or 
fruit sections all have different require- 
ments. The merchants in those sections 
must be alive, wide awake and find the 
best and newest lines their sections require, 
find the source of supply and buy right, 
so as to insure a good profit for them- 
selves. 


Never Be Out of Stock 


Néver be out of merchandise, even if 
you have to buy at a higher price than you 
are accustomed to paying. If you force 
one of your customers to go to your com- 
petitor’s on account of being out of mer- 
chandise, it may be found that he 1s not a 
bad fellow, and that customer may go 
there from time to time until he is finally 
weaned away from you. Your competitor 
knows that man is your customer and will 
take particular pains to impress him favor- 
ably about his establishment. 

Never turn down a sale if it insures you 
a small margin without increasing your 
overhead. Your reputation as the hard- 
ware store of the city is always at stake. 
You need quantity to insure buy:ng power, 
which in turn means a better profit for 
you and good prices for your customers. 


Failures from Lack of Courage 


Remember that you have never heard of 
a merchant going broke on account of 
making a good profit on the merchandise 
he sells. But you have heard of hundreds 
of merchants going broke because they did 
not have the courage to put the proper 
mark-up on the merchandise they sell. 
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Europe Becoming Americanized, 
Says W. E. Cross on Return 


The Americanization of Europe within 
the last three years in manufacturing prac- 
tices and in the adoption of business meth- 
ods is amazing, says William E Cross, 
treasurer and sales director of Clemson 





W. E. CROSS 


Bros., Inc., upon his return to his desk in 
Middletown, N. Y., after a recent extensive 
European business trip. 

While in Sheffield, England, Mr. Cross, 
as president of the Hack Saw Association 
of America, addressed the members of the 
kindred English association. 

According to Mr. Cross, Italy under the 
Mussolini régime has shown perhaps the 
greatest strides since 1926, while Spain has 
entered a new era of agriculture and com- 
merce. “We really must take off our hats 
to Mussolini,’ said Mr. Cross. “Three 
years ago thousands of beggars infested 
Italy. I encountered no beggars whatso- 
ever during my recent stay in that coun- 
try. Each man is compelled to work at 
some trade or occupation every working 
day, resulting in an almost miraculous eco- 
nomic growth. 

“The economical transition of Europe has 
not taken place exclusively within the last 
three years, but where signs were notice- 
able in 1926 the change is now quite ap- 
parent. There is a bustle and hustle over 
the whole of Europe, and the moderniza- 
tion in manufacturing and commercial sys- 
tems is obvious. Mass production is at- 
tempted in everything—from motor cars to 
handy appliances.” 


Frank J. Camp Dead—President 
Brown-Camp Hardware Co. 
Frank J. Camp, since Jan. 1, presi- 


dent of Brown-Camp Hardware Co., Des 
Moines, Iowa, died on July 11 in the Cal- 


ifornia Lutheran Hospital, Los Angeles, 
Calif., following an operation for an 
internal disorder. He was 59 years of 
age. 


Mr. Camp started in the hardware busi- 
ness about 35 years ago. In 1901 he was 
in the group that bought out the J. D. 
Seeburger Co. and established the Brown- 
Hurley Hardware Co. He became assis- 


tant secretary of the Corporation and in 





1907 was made secretary and general man- 
ager. The present firm name was adopted 
soon after this election. 

On Jan. 1, 1929, Mr. Camp was elevated 
to the presidency of this wholesale organi- 
zation which he had served for many years. 
He succeeded Walter S Brown, who 
retired. 

Frank J. Camp was one of Des Moines’ 
business and civic leaders, commanding 
high respect of those with whom he was 
associated. His death has left another 
vacancy in the ranks of veteran hardware 
men who endeared themselves to their as- 
sociates and to the trade in general by 
their integrity and ability. 

Mrs. Frank J. Camp; a son, James M., 
and two daughters survive. James M. 
Camp is secretary of the organization of 
which his father was president. 





Independent Lock Co. Expands 
Erecting Two New Buildings 


Independent Lock Co., Fitchburg, Mass., 
is increasing its manufacturing facilities 
through the construction of two new 
buildings. 

One structure will be a foundry for cast- 
ing brass. It is to be completely equipped 
with the most modern machinery and 
labor-saving devices obtainable. W. B. 
Jones will be the foundry superintendent. 

The second building is an addition to 
the production and packing departments. 





J. Harvey Williams Added to 
Aero Corp Advisory Board 


J. Harvey Williams, president of J. H. 
Williams & Co., Buffalo, N. Y., and a 
prominent figure in the drop forging in- 
dustry, has been added to the advisory 
board of the Aero Corporation of America. 

Mr. Williams is also chairman of the 
executive committee of the American Sup- 
ply and Machinery Manufacturers Asso- 
ciation, past president of the American 
Drop Forging Association, and past presi- 
dent of the Brooklyn Chamber of Com- 
merce, Brooklyn, N. Y. 


George C. Brown Presents Pool 
to City of Punxsutawney 


A magnificent community swimming pool 
was turned over to the city of Punxsu- 
tawney, Pa. on July 2 by George C. 
Brown, president, Punxsutawney Hard- 
ware Co., who donated the $15,000 nec- 
essary to construct the swimming plant. 

Mr. Brown, in a short speech, said that 
he wanted to do something for the city, 
and had decided to build the pool for the 
citizens of the present day rather than 
allow his executors to provide a gift for 
the community in which he lived. 

The pool is 60 ft. wide by 120 ft. long, 
and is completely equipped with bath- 
houses, wading pool, showers, diving 
boards, etc. The actual construction work 
on the pool was done by local firms, who, 
realizing it to be a community proposition, 
rendered their bills at cost. 











Doherty Hardware Co. Elects 
J. K. Dyer Secy.-Treas. 


At a recent meeting of the Doherty 
Hardware Co., Ltd., held in Baton Rouge, 
La., John K. Dyer was elected a director 
of the company. At a subsequent @irec- 
tors’ meeting, he was elected secretary and 





J. K. DYER 


treasurer of the company, succeeding the 
late C. C. Devall. 

Mr. Dyer has been with this large job- 
bing house for 22 years and is well quali- 
fied to assume his new responsibilities. 





Yale & Towne Has Bought The 
Stuebing Cowan Co. 


Announcement has beeen made that The 
Yale & Towne Mfg. Co., Stamford, Conn., 
has contracted to purchase the assets and 
good-will of The Stuebing Cowan Co., Cin- 
cinnati, Ohio, manufacturer of hand lift 
trucks. 

For many years Yale & Towne has been 
producing and distributing a line of mate- 
rial handling devices such as_ hoisting 
apparatus, over-head trolleys, electrical in- 
dustrial trucks, etc. The purchase of the 
Stuebing Cowan interests will add a com- 
plete line of single and multiple lift hand 
trucks to the Yale & Towne line. 

Sales will continue to be supervised by 
James C. Morgan. The entire executive 
personnel of The Stuebing Cowan Co. has 
joined the Yale & Towne organization. 
Walter C. Stuebing will assist Mr. Mor- 
gan in charge of all truck sales. William 
Stuebing will continue as stperintendent of 
the Cincinnati plant. 


H. E. Hessler Passes Away 


H. E. Hessler, president af H. E. Hess- 
ler Co., 500 N. Salina St., Syracuse, N. Y., 
passed away at his summer home at Thou- 
sand Islands, N. Y., on July 16. Mr. Hess- 
ler was a well-known retail retailer, and 
his entire business life of more than 60 
years was spent in the hardware and metal 
trades. He was the designer and maker 
of the Hessler mail box, used extensively 
in rural sections. 
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R. W. Procter, Sales Manager 
Van Dorn Electric Tool Co. 


R. W. Procter has become general sales 
manager of The Van Dorn Electric Tool 
Co., Cleveland, Ohio, succeeding Lyman H. 
Bellows. 
Decker Mfg. Co., Baltimore, Md. Mr. 
Procter is an experienced merchandiser 
and sales executive. He is well known in 
jobbing circles. 

The Van Dorn organization recently an- 
nounced that J. M. Beggs has been placed 
in charge of the company’s advertising de- 
partment. He was formerly in the sales 
organization. Mr. Beggs will make his 
headquarters in Cleveland. 


Congoleum-Nairn’s Showroom 
Pleases Trade at Opening 


Many favorable comments regarding the 
new showrooms of Congoleum-Nairn, Inc., 
Kearny, N. J., on the 16th floor of 295 
Fifth Ave., New York, were received by 
the company’s executives at the recent Fall 
Opening of the floor covering trade. 

The hundreds of visitors were impressed 
with the spaciousness of the display room 
and remarked on the decorative features of 
the floor. A model window display and a 
customers’ room were centers of attraction. 


Fire at Plumb Plant Will Not 
Interfere with Business 


Fayette R. Plumb, Inc., Philadelphia, Pa., 
has sent the following letter to its cus- 
tomers: 

“On Saturday, July 13, fire destroyed the 
storage building in which we carry our 
raw materials. We shall be able to replace 
these without delay. No operating depart- 
ment or tools in process or finished stock 
was affected. We shall be able to take 
care of your orders as usual.” 


W. C. Heaton Has Been Named 
Zenith Sales Promotion Mgr. 


W. C. Heaton, an international figure 
in the retail and wholesale music industry, 
has been named sales promotion manager 
for the Zenith Radio Corp., Chicago, II., 
manufacturer of automatically tuned radio 
receivers. 

Mr. Heaton has been identified with the 
music industry for more than a score of 
years, having entered the field with the 
Aeolian Company as retail sales manager. 
In 1912 he joined the Kohler Industries, 
opening their Chicago offices as manager 
in 1914. The year 1919 saw him vice- 
president of the Auto Pneumatic Action 
Co. and later as president in 1921. 

While in the music industry Mr. Heaton 
served as president of the National Piano 
Travelers’ Association; chairman of the 
membership committee, National Piano 
Manufacturers Association, and director 
of the Music Industries Chamber of Com- 
merce. 

The radio industry is by no means new 
to Mr. Heaton, who joins Zenith from a 
similar position with another large radio 
manufacturer. 


He was formerly with Black & ° 


Galveston, in the State of Texas, was 
the Mecca for hardware jobbers of that 
state on July 12 and 13 when the Texas 
Hardware Jobbers’ Association held its 
34th annual convention in the Buccaneer 
Hotel. 

This organization lists among its mem- 
bership, twenty-seven of the states’ princi- 
pal jobbers who have a combined sales 





W. A. CORTES 


force exceeding three hundred traveling 
representatives, covering every principal 
trade territory in this largest state of the 
forty-eight. 

President W. A Cortes of the Bering- 
Cortes Hardware Co., Houston, called the 
convention to order on Friday morning, 
July 12, and introduced the Hon. J. E. 
iPearce, Mayor of Galveston, who pre- 
sented the address of welcome. W. H. 
Richardson, Jr., president of W. R. Rich- 
ardson & Co., Austin, then introduced the 
distinguished visitors. Before the adjourn- 
ment, more than a dozen factory represen- 
tatives were called on for a few remarks. 
All spoke interestingly on topics of general 
importance to the jobbers. 

The afternoon meeting was in the form 
of an executive session. LeRoy B. Everett, 
Bering-Cortes Hardware Co., Houston, as 
secretary, read the minutes of the previous 
meeting and reported on the work of the 
year. President Cortes appointed commit- 
tees and heard the reports of standing 
committees. 'W. H. Richardson, Jr., re- 
ported for the manufacturers; Roy Smith, 
The Walter Tips Co., spoke for the auto 





Texas Jobbers Meet in Galveston for 34th Annual 
Association Meeting on July 12 and 13 


accessory committee; E. A. Peden, Peden 
Iron & Steel Co., reported on the public- 
ity; J. W. Daniel, Peden Iron & Steel Co., 
made a complete report for the ttranspor- 
tation committee and E. C. Oliver, Huey 
& Philp Hardware Co., spoke on the 
grievances. Following miscellaneous re- 
ports, the session was adjourned. 

In the evening, the entire membership 
and visitors participated in a dinner-dance 
at the Galveston Country Club as guests 
of Harry A. Black, president, Black Hard- 
ware Co., Galveston, who is president of 
the Southern Hardware Jobbers Associa- 
tion. 

The Saturday morning session was also 
an executive meeting. President W. A. 
Cortes presided. W. L. White, of the 
Business Administration Dept., University 
of Texas, was first introduced and spoke 
at some length on “Wholesale Merchandis- 
ing.” His address was followed by a talk 
from S. L. Randlett, president, Texas 
Hardware & Implement Association. Dan 
Scoates, secretary of the Texas Hardware 
& Implement Association, was introduced 
and told the jobbers of his thoughts on 


“Reaction from Wholesaler-Retailer Co- 
operation.” 
O. E. Schow, president of the Texas 


Hardware Mutual Fire Insurance Co., was 
the next speaker. He took as his topic, 
“Insurance,” and spoke on it in an inter- 
esting manner. 

Newly appointed secretary, Sidney St. 
John Eshleman of the Southern Hardware 
Jobbers Association, was present and de- 
livered his first address since assuming his 
new position. 

J. Paul Kelly of Huey & Philp Hard- 
ware Co., Dallas, was elected to the presi- 
dency of the Texas Hardware Jobbers 
Association. Edwin Flato, Corpus Christi 
Hardware Co., Corpus Christi, is the new 
first vice-president and John W. Tabor, 
McLendon Hardware Co., Waco, is the 
second vice-president. Ed. C. Oliver, Huey 
& Philp Hardware Co., was appointed 
secretary-treasurer for 1929. 

Following the election of officers, the 
34th annual convention was adjourned. 
The annual banquet in the Buccaneer Hotel 
on Saturday evening was very well at- 
tended. All convention sessions were well 
attended and at the close of the final ses- 
sion, the unanimous opinion seemed to be 
that a great quantity of helpful and prac- 
tical information had been assimilated by 
the jobbers. 





MacLeod Mfg. Co. Becomes 
A. F. Dormeyer Mfg. Co. 


The corporate name of the MacLeod 
Mfg. Co., 2640 Greenview Ave., Chicago, 
Ill., has been changed to the A. F. Dor- 
meyer Mfg. Co., using the name of the 
president of the company. Sales of the 
Dormeyer electric food mixer for the first 
six month of 1929 ran more than 500 per 
cent ahead of the same period of a year 
ago, says the manufacturer. 








Rochester Hardware Men Enjoy 
12th Annual Outing 


The Rochester Hardware Association 
held its 12th mid-summer outing at Island 
Cottage, Ontario Lake, on July 17. It 
was largely attended by Rochester, N. Y., 
hardware merchants and by travelers and 
executives of jobbing houses. 

The association will resume its regular 
monthly business meetings in September. 
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Summer Slump Apparently Missing 
in Leading Hardware Markets 


NEW YORK, July 24.—There is little sign of the usual summer 
slump in general hardware, housefurnishings and allied specialties 
among wholesale hardware distributors reporting from important 
This does not mean that trade is universally brisk, 
but, for this particular time of the year, indications suggest a rel- 
Shelf lines continue in good demand. Fill 
in orders on steel goods and such lines have been substantial. 

Though crop predictions vary in the agricultural districts the 
average seems satisfactory. Continued industrial activity is keep- 
ing employment conditions in a healthy state. 
portant price changes and collections among hardware distributors 


trading centers. 


atively active market. 


average fairly good. 


There are few im- 





Wholesale Price Index Rises Half 
of One Per Cent in June 


Increase of one-half of 1 per cent is 
reported by the Bureau of Labor Statistics 
in the wholesale price index of the United 
States for June, which brings the index 
up to 96.4 for the past month compared 
with 95.8 for May. Compared with June, 
1928, however, with an index number of 
97.6, a decrease of 1% per cent is shown. 
Based on these figures, the purchasing 
power of the dollar in June, 1929, was 
103.7, compared with 100 in the year 1926. 

Fuel and lighting materials led in price 
increases from May to June, with advances 
reported for California and Kansas-Okla- 
homa crude petroleum, fuel oil, and gaso- 
line. Prices of anthracite coal also ad- 
vanced slightly. The net increase in the 
group as a whole was nearly 234 per cent. 

In other commodity groups, however, 
prices in June advanced lower than in May. 
Cotton, textiles, silk and rayon and woolen 
and worsted goods all showed a net de- 
crease in price, as did a few items among 
iron and steel products and non-ferrous 
metals. 


Annalist Index of Business Indi- 
cates High Activity 


The rate of business activity in the 
United States, measured by The Annalist 
Index of Business Activity, was higher in 
the second quarter of 1929 than in the pre- 
ceding quarter back to the third quarter 
of 1923. In April the index rose to the 


highest level since the business boom of 
1923, and in May a further advance car- 
ried it up to 108.4 (revised). 

The first June statistics to be made 
public, those on pig iron production and 
steel ingot production, made it appear for 
a time that June would show a further 





advance, but later reports showed that there 
had been declines, allowing for seasonal 
variation, in cotton consumption, freight 
car loadings, automobile production and 
bituminous coal production, so that the 
combined index for June (preliminary) 
is 107.2. 


Great Neck Manufacturers, Inc., 
Will Make Hack Saw Blades 


Great Neck Manufacturers, Inc., has 
been organized at Great Neck, Long Is- 
land, N. Y., to produce the “Monarch” 
tungsten hack saw blade. Sales will be 
conducted from the general sales office, 162 
Chambers Street, New York, N. Y. 


‘ 





Slight Employment Drop for 
June Is Recorded 


Employment decreased three-tenths of 
1 per cent in June, 1929, as compared with 
May, and pay roll totals decreased 1.9 per 
cent, according to a preliminary report 
from the Bureau of Labor Statistics of 
the Department of Labor. 

This report is based upon returns from 
31,404 establishments, having in June 
5,031,258 employees, whose combined earn- 
ings in one week were $137,535,127. The 
industrial groups included were manufac- 
turing mining, quarrying, public utilities, 
trade, hotels, and canning and preserving. 

Increased employment in June was 
shown in metalliferous mining, quarry- 
ing and non-metallic mining public utilities, 
wholesale and retail trade, hotels, and can- 
ning and preserving, while manufacturing 
industries, anthracite mining and bitumi- 
nous coal mining reported fewer employees 
in June than in May. The net decrease 
was only 17,000 employees out of a total 
of more than $5,000,000. 





Stove Pipe and Drip Pan Group 
Formed at Metalware Institute 


A new group has recently been formed 
in the Metalware Institute, Inc., of 342 
Madison Avenue, New York City, com- 
posed of manufacturers of stove pipe, el- 
bows and drip pans. Many of the largest 
manufacturers in that class of trade have 
become members, and the group is func- 
tioning efficiently along lines recognized as 
legal and proper. Some of the objects of 
the stove pipe group are: 

To consider at stated meetings all mat- 
ters which can be legally discussed for the 
benefit of its members and improvement 
of conditions in the industry, and to ad- 
vance their business welfare by legitimate 
cooperation in matters of mutual interest. 

To hold meetings for social intercourse 
and for the presentation and discussion of 
appropriate papers on matters of legisla- 
tion, transportation, insurance, manufac- 
turing, and other proper subjects. 

To establish a system for the investiga- 
tion of credits, and for the collection and 
exchange of information concerning the 
character and standing of purchasers 

To establish a bureau of statistics for 
the collection and dissemination from and 
tomembers of periodical statistical reports, 
giving unidentified information with re- 
spect to stocks on hand, production, un- 
filled orders, shipments, orders received, 
actual prices at which orders accepted were 
sold, and such other statistical information 
as may lawfully be assembled and ex- 
changed, and which shall relate entirely 
to past and completed transactions. 

To cooperate with the Division of Sim- 
plified Practice existing in the Department 
of Commerce of the United States, to ob- 
tain the elimination of obsolete or unnec- 
essary varieties, styles and sizes, under 
procedure involving changes or modifica- 
tions in the individual practices of the in- 
dividual members as may be recommended 
from time to time for acceptance by the 
industry, by the said Department of Com- 
merce of the United States. 

To interest members in the establish- 
ment and maintenance of correct and accu- 
rate cost systems from which the true 
costs of production may be determined; to 
hold periodical meetings of the cost ac- 
countants of member companies for the 
purpose of discussing cost accounting prin- 
ciples and establishing uniform methods 
for the ascertainment of costs; and to 
collect quarterly departmental labor costs 
and labor efficiency ratios, such informa- 
tion to be tabulated in* comparative form 
without showing company identification 
and disseminated to members with the view 
of obtaining throughout the institute the 
maximum productive efficiency. 
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Demand Confined to Fill-in Orders—Steel 
Goods Reorders Good in Pittsburgh 


(Pittsburgh Office of HARDWARE AGE) 


PITTSBURGH, July 23.—Business conditions in this territory have 
changed very little in the last week, with movement from jobbers’ 
stocks confined principally to fill-in orders and no exceptional activity 


in any line. 


Replacements in garden and lawn tools are bulking 


rather large and the movement of hay forks and other light farm 


tools is considerable. 


Other lines which were generally brisk in June 


have tapered off gradually and the steady demand for commodities 
which are not greatly affected by seasonal influences is probably ac- 
counting for the bulk of jobbers’ business. 

Automobile tires and tubes seem to be somewhat more active than 
they have been, although demand is yet considered very unsatisfac- 
tory by some jobbers. Builders’ hardware is holding up rather stead- 
ily, but total business done by jobbers is not up to usual levels. 
Screen doors and windows and wire cloth are accounting for con- 


siderable replacement business. 


Prices are generally unchanged 


as it is now too early for new lists to come out for next season and 
old prices are well established. The Bassick line of casters has been 
subject to price readjustment which amounts to advances of 5 to 10 


per cent on some sizes. 


and is now quoted in barrel lots at 64c. per gal. 


Turpentine has been advanced another cent 


Raw linseed oil has 


also been increased in price and is now offered at 12 2/3c. per pound. 
No other price changes are reported. Collections in the district are 
exceptionally good in some localities which have felt the prosperity 
of the steel industry this year, but mining communities are back- 
ward in payments and the situation in the district as a whole could 


not be called better than fair. 


Specifications for finished steel products in general have fallen 
off more rapidly than production in the Pittsburgh district and mill 
backlogs are diminishing. However, increased demand from the 
automobile industry is indicated by heavier sheet specifications from 
some sources and prospects for resumed heavy activity in the steel 


industry this fall are considered excellent. 


Most of the large con- 


suming lines promise to require large tonnages and if there is a sum- 
mer dip in operations it will be of small proportions and short-lived. 
Hot weather is now the most important factor in checking produc- 


tion, notably in sheet and tin-plate mills. 


Prices are holding well 


for this season, the only important weakness being in sheets, both 
black and galvanized. Other price irregularity consists largely of 
allowing minimum prices to apply on business which has heretofore 


required a premium on account of 


AUTOMOBILE TIRES AND TUBES. 
—Business is somewhat better than it 
was a month ago with some jobbers, al- 


though still rather quiet. 
JOBBERS’ QUOTATIONS TO'RE- 
TAILERS, F.O.B. PITTSBURGH: 


Mansfield tires, 4 ply balloon type, 
29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50, 


$8.25; tubes, $1.60; 5 fe x 4.75, $9.55; 
sunt. $1.70; 29 x 5.00, $9.90; tubes, 

1.75 30 x '5. 00, $10.20; tubes, $1.80; 
i x 5. 00, $10. 65; tubes, _ $1,855 32 x 
5.00, $11.75; tubes, $1.90 x 5.26, 
$11.10; tubes, $1.85; 30 x’ 5. 5, $11. 90; 


tubes, $2.00; 31 x 5.25, $12. 25: ee 
$2.05; 29 x 5.50, $1 12.65; tubes, $2.25. 

6 ply, 31 x : 25, $14.70; aoe. 
30 x 5. 50, $16.05; tubes, $2.3 
30 x * 6-00, $16. 15; tubes, $2.2 31 ” 
6.00, $16.65; tubes, $2.30; 32 6.00, 
$16.95; sence. $2.40; 33 x 6.00, 11, 55; 
tubes, $2.5 


Tire Giaptay racks, $10.00 each. 
Prices in all instances are each. 








its small size. 


BATTERIES. — Occasional call 


all electric radio units. 
changed. 
JOBBERS’ QUOTATIONS TO RE- 





TAILERS, F.O.B. PITTSBURGH: 
Broken Unit 
Packages Packages 
1 et | i nearer sar ene 2.22 $2.06 
i Sal PS ee eee 3.20 2.97 
REE (54:36 be 4 0S o'oue 2.06 1.92 
Me EM eek 0 sb e elaws 2.00 2.80 
EL 6. 849.9. CA ae ae we 1.32 1.14 
tS SS eee -42 .89 
UO EE) 20% 40:3.00. ew uwes 1.05 .97 
PRC OIE:. ©: 5068 Cx 90. beach ele 1.40 1.30 
SS ee ee 1.40 1.30 
(eee 2.06 1.92 
POEM <das peumenens 98 1.79 


No. 6 dry cells, 
packages, 36c. 


ignition type, unit 
each. 


for 
radio dry cell batteries indicates that 
this line is not so dead as might be ex- 
pected, considering the introduction of 
Prices are un- 








Flashlights.— No. 935, 6%c. each; 
No. 950, 6%4c.; No. 790, 13c.; No. 705, 
19144c.; No. 750, 13%c No. 791, 13c. 


Pp Shot.—No. 1461, “$1. 67; No. 1661, 
37 


BOLTS, NUTS AND RIVETS.—The 
steady movement of recent weeks con- 
tinues at well established prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Bolts.—All styles except stove and 
tire bolts per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list, tire bolts, 60 and 10 per 
cent off list. 
; Nuts.—All styles, 50 per cent off 
ist. 

Rivets.—Larger, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


BUILDERS’ HARDWARE.—Demand is 
fair for this time of the year, with 
any change on the side of improve- 
ment. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. PITTSBURGH: 

Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots in 3 x 3 in., $18.50 per 100 pairs; 
3% x 3% in., $19; 4 x 4 in., $30. 

Hinges.—Heavy strap, 6 in., $1.85 
per doz.; 8 in., $2.85; 10 in., $4.80; 
extra heavy T, 6 in., $2.30 per doz.: 
8 in., $3.40; 10 in. $5.40; light strap, 
with screws packed one pair in a 
box, 3 in., $9. < per 100 pair; 4 in., 


$11.60; light, 2, 3 in., $11 per 100 pair: 
4 in., $12.60. 

Hasps. —Hinges, without screws, 
single dozen lots, 3 in., 65c. per doz.; 
4 in., 79c.; 6 in., $1. 06; safety, 3 in., 

$1.14; 6 in., 


97c. per doz.; 4% in. 
60 


Garage Sets.—Swinging hinges, 10 
in., $3 per set. 

Lock Sets. —Heavy beveled, brass 
inside, $17 per doz.; front door, $2.50 
per set; steel inside, $5.25 per doz.; 
front door, $1.65. 


CASTERS.—Prices on the Bassick line 
have been readjusted, with advances of 
5 to 10 per cent on some sizes. 


FARM, GARDEN AND LAWN.—A 
number of fill-in orders for garden and 
lawn tools are still being received by 
local jobbers, and there is heavy activ- 
ity in hay forks and other farm tools. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Lawn Rollers.—No. 2, 175 Ilb., with 
water, $8.55 each; No. 4, 265 lb., 
$10.15; No. 5, 265 Ib., $12.70; No. 7 
420 lb., $14.60; No. 9, 565 Ib., $16. 50. 

Garden Hose.—250 to 500 ft. coils, 
i bc. to 9c. per ft.: 5 in., 8c. 
to 10%c.; % in., 9c. to 12%c.; in 
50 ft. lengths coupled, 1%4c. per ft. 
higher; nozzles, Gem, $5.50 per doz.; 
Diamond, $4.50 doz.; Giant, $3.25 per 
doz.; reels, $1 to $4 each; Perfect hose 
couplings, $2 per doz.; Sherman hose 
couplings, $1.40 per doz.; Perfect hose 


members, 25c. per doz.; hose nipples, 


$2.40 per doz.; hose adapters, $2.25 
per doz. 
Forks, Rakes and Hoes.—Manure 


forks, No. 31, $13.63 
41, $15.24; spading forks, No. 84, 
$10.80 per doz.; No. 72, $14.28; garden 
rakes, No. 014, $5.64 per doz.; No. 512, 
$8.64; No. 514, $9; lawn rakes, No. 
124R, $5.50 per doz.; field hoes, $6 per 
doz. 


per doz.; No. 


Barrows.—Garden, No. 81, $3.65 
each: No. 82, $4.75; No. 83, $5; No. 
84, $7.75; No. 45, $4.50; No. 35, $5.75; 
No. 25, $6.25. 


Trowels.—Garden, No. 7, $1.40 per 
doz.; No. 803, 90¢.; No. 4 No. 
100, $3.50: No. 85, 80c.; No. 02, 75c. 

Grass Hooks and Shears. —Hooks, 
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No. 7, $2.50 per doz.; No. 450, $4; PAINTING SUPPLIES. — Turpentine |} WIRE PRODUCTS. — Business has 
German, $3.60; English, $7. Shears ig . . 
No. 360, $3 per doz.; No. 380, $3.60; has been advanced Ic. per gal., in barrel | fallen off considerably in the last month, 
No, 520, wry E 525, $7; No. 530, lots, and is now quoted at 64c. Raw lin- | with plain wire representing most of 
DOr ; aAO . . . . . * . . . 
Shears.—Pruning, No. 25, $2 per seed oil is also higher, the pound price | the activity. Nails are quiet at prices 
ee. Ze 48 oL58; No. 1333, haw “4 pe. in barrel lots now being 12%c. White | ranging from $2.90 to $3 per keg. 
+ Pe, e ’ +s ’ * 
$1.73 cach: 9in., $1.40 to $1.90; 10 in., lead is unchanged. JOBBERS’ QUOTATIONS TO RE- 
$1.60 to $2 TAILERS, F.O.B. PITTSBURGH: 
' Pruners.—Tree, Water, $1.30 to JOBBERS’ QUOTATIONS TO RE- Fence Wire 
$1.60 each; Disston, $2 to $2.10; Rock- TAILERS, F.O.B. PITTSBURGH: per 100 1b. Annealed Galvanized 
dale, $1.35 to $1.65; McKinney, $2.60 Ready mixed paints, best grades, A to 9 gage...... 3.00 $3.45 
to $3.60. $2.60 per gallon; lower grades, $2 No. eRe seus ee eres .05 3.50 
Sprinklers.—Ring, 60c. each; Rain (white and dark greens, lbc. per gal. No. i cia a sae 3.10 3.55 
King. $2.60; Giant Rain King, $8.25; higher): white lead, 13%c. per lb. in BS SARs. ovanannadeset 3.15 3.65 
Pluvius, $1.2 100-lb. lots; 10 per cent less in lots IND 5400s seb cs ooh we 3.25 3.80 
Sprinkling aii, —Galvanized, 4-qt., of 500 lb. or more, and extra 4 per MG 8 s5%.0ce cae wien 3.35 4.00 
$6 per doz.; 6-qt., $6.60; 8-qt., $7.50: cent less in lots of a ton or more; BID AES: kvoscebacaciean 3.55 4.30 
10-qt., $8.40. ——, 64c. per gal., in = | ee ene 3.75 4.55 
Lawn Mowers.—12-in., $5 to $8.75 a oil, 12%c. per 1b. in Barbed wire (per 80-rod spool): 
“ge gg omg Ps: re ae 75 . 2-point PO hac idee ween eee” * v4 
to $13.50; 18-in., $8.50 to in., — Pri a a SP rere ir rey : 
$10.50 to $15. SASH WEIGHTS. Prices F are un ye re reer eee 3.43 
Sprays.—Bordeaux mixtures, 1-Ib. changed at $42 a ton f.o.b. Pittsburgh, MEBUIE MAUIIG. «oa ceceio oss sa. 24h 3.17 
papers, 24c. per lb.; in 100-lb. drums, and activity is confined to small lots. 2-point cattle (special).......... 2.25 
14c¢ per Ib.; arsenate of lead, 1-Ib. Field Woven Wire Fence (per 100 
papers, 22c.’per Ib.; in 100-1. drums, | SCREEN WIRE GOODS.—Fill-in or- | rods): 
ie. per Ib : POORER: ohn oS mvadadaksgeeswed $39.80 
. | ders for screen doors and windows and + ie ea 55.80 
ct ph te stipe is | wire cloth are still being regularly re- 726-11 j Seua kins Faas esse ee 27.70 
not much activity in saws at this oat ceived by jo»bers, but the peak demand Maem aR 
of the year, but movement is steady for these commodities has passed. BORED sis bu ssacuunsewees sanves 49.20 
and prices are unchanged. JOBBERS’ QUOTATIONS TO RE- Poultry and rabbit (No. 14% sane): 
JOBBERS’ QUOTATIONS TO RE- TAILERS, F.0.B. PITTSBURGH: oa 1948 BARE Ss ANC ches aM 14:00 
TAILERS, F.0.B. PITTSBURGH: Screen Wire Cloth.—Black No. 12 ee I ee aeasacs 49.50 
Circular Saws.—6 in., $2.25 each; mesh, $1.85 per 100 sq. ft; opal, No. Smaller mesh: 
8 in., $3.00; 10 in., $4.00. 12 mesh, $2.10; bronze, No. 14 mesh, No. 1736 aay $37.00 
Cross Cut Saws.—Simonds Crescent $6.75. No MMR AN E0O AL a SEs tee ek 44.50 
Ground, Nos. 13, 22, 113, 133, 324 and Screen Doors.—2 ft. 8 in. x 6 ft. 8 ann Onna ram anaes 
325; 5 a brit 5% ft., $6; 6 ft., $7. in., No. 241, $18 per doz.; No. “288, $24; Me: MOTE; «vs ck vnp ode cuwthineccus MOD 
ceietrc Brite No, igh sutsciga: | NG AGH aah No. Bb-Bie gie | Steet Ponce opt 
$35.20; “No. 382. $41.60. extension, 12-33, $3.50 per doz.; 15-33, esas oo 0 Prion og : 
Files.—Disston, 50 and 10 per cent $3.85; 18-33, $4.40; 24- 33, $5.10. 50c, ano ngle Stee 
off list. Nicholson and Black Dia- Hardware Cloth.—24 in. x 48 in., "Be. each 380. each 
mond, 50 per cent off list. Simonds, No. 2, $4 per 100 sq. ft.; No. 3, $4. 30: Bec ‘each 40c. each 
50 per cent off list. er No. 4, $4.65; No. 6, $5; No. 8, $5.50. | 716 ft. oo e cece ee eounn 45c. each 
3, $2 each; No. Poultry Netting.—Galvanized after base, per keg, $2.90 


Garage Vises.—No. 
4314, $3: No. 44, $5. 





weaving, 50 and 10 per cent off list. 





Bright “nail, 
$3. 





General Conditions Are Very Favorable in 
Territory Served by Twin Cities 


(Minneapolis Office of HARDWARE AGE) 


MINNEAPOLIS, MINN., July 23.—Conditions in general in the terri- 


tory served by the Twin Cities are very favorable. 


Recent rains 


have aided the crops greatly, especially the corn and potato crops. 
Small grains are ripening, and the farmers are cutting rye and 


barley. 


This is the vacation season, and hardware dealers are finding the 
sale of equipment one of the best revenue producers in their stocks. 
Camping and fishing supplies are selling freely, with automotive 


equipment also very much in demand. 


In the smaller towns and 


cities the needs of the tourist are building up a good trade. 
Prices for this week show no changes, the market seeming to be 


very firm. 


AXES.—Sales continue fair, with prices 
firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. O. B. TWIN CITIES: 


Single bit, base weight, unhan- 
dled axes, $15 to $16.50; double bit, 
$20.00 to $21.50; single bit, handled, 
$19.25; double bit, handled, $24.25 
doz., net. 


BOLTS.—Demand is steady, with good 
volume. Prices show no changes. 


JOBBERS’ sty gb taney TO RE- 
TAILERS, F. O. B. TWIN CITIES: 

Carriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent, and 


lag screws, 60 per cent from stand- 
ard lists. 


BRADS.—Call for brads shows a good 


Trade is showing good volume. 


demand, with stocks will filled. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. O. B. TWIN CITIES: 


Wire brads in 25-lb. box at 75 per 
cent from lists. 


BUILDING PAPER.—Deliveries in this 
line are producing a very good volume, 
as building is at its height for the year. 
Prices are firm as quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. O. B. TWIN CITIES: 

Red rosin sized paper, all weights 
$2.65 cwt., and tarred felt paper, 
$2.80 cwt., net. 


CHAINS.—Call for chains is fairly 








good, with stocks ample. Prices have 
not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. O. B. TWIN CITIES: 


Log chains, x 14, $12.05; % x 14, 


$9.15; % x 14, $8.60; proof coil chain, 

¥% in., $10.30: in., $7.40; in., 

$6.85; in., $7.70 ewt. -» net. 
CHURNS.—Sale of churns steady, 


with good volume. Prices are un- 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. 0. B. TWIN CITIES: 


Barrell type churns, 33%4-5 per 
cent from lists. 
EAVES TROUGH, CONDUCTOR 
PIPE AND ELBOWS.—Demand is 
good, with prices unchanged. 
JOBBERS’ ayeraiens TO RE- 
TAILERS, F. 0. B. TWIN CITIES: 


Eaves trough, 5 in., slip joint, sin- 
gle head, galvanized, ‘in crates, $5.25; 
6 in., $6. "40; conductor pipe, 3 in., 
crates, not nested, $4.90; 4 in., $6. 85 
per hundred feet; conductor, elbows, 
3 in., $1.73; 4 in., $2.88 doz., net. 


FIELD FENCE.—Call for field fence is 
normal for this time of the year. 
Farmers are busy in the fields, so sale 
of this line is slightly less than a few 
weeks ago. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. O. B. TWIN CITIES: 

Field fence, 9 ga., top and bottom, 
11 ga., intermediate, 26 in. high, 
$39.69 per 100 rods net, with other 
heights in proportion. 
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FILES.—Demand is good, with stocks | keeping step with the progress of build- | SOLDER.—Sale of solder shows a 
well assorted. Prices remain firm. ing. Prices have not changed. | steady market, with stocks ample. 

JOBBERS’ QUOTATIONS TO RE- JOBBERS’ QUOTATIONS TO RE- | Prices have not changed. 

TAILERS, F. 0. B. TWIN CITIES. TAILERS, F. 0. B. TWIN CITIES: JOBBERS’ QUOTATIONS TO RE- 

Nicholson files, 50 per cent and job- Standard wire nails and cement TAILERS, F TWIN CITIES: 
bers’ brands, 60-10 per cent from list. coated wire nail n 100-lb. kegs : . 

A — s in Sars Warranted nag and half solder, 
GALVANIZED WARE. — Sales are| _'$%.20 per keg, base. |  30%c. Ib., and strictly half and half 
showing a good volume of trade, with POULTRY NETTING.—Sales are still | — r, 31%c. Ib., in 100-Ib. boxes, 
ne 
rices good, although the heavy call of the| . q ; 
prices unchanged. cw Sie gabied a he steady | STEEL SHEETS.—Demand is good 

JOBBERS! QUOTATIONS TO RE. | SPIE has settee on ee OP) id eeinta ane 
TAILERS, F. 0. B. TWIN CITIES: demand. Prices show no changes. SES PRISE REO ETM. 

Standard, galvanized pails, 10-qt., , 7 | JOBBERS’ QUOTATIONS TO RE- 
$2.70; 12-qt., $2.85; 14-at., $4.70; stock oie Oe tek Crk, «=| | TAMLERS, F. 0. B. TWIN CITIES: 
pails, 16-qt., $4.70; 18-qt., $5.50; Ae dies ee Galvanized steel sheets, 24-ga. 
standard tubs, No. 1, $7.15: No. 2, Poultry netting, hexagon mesh, 60 (base), $5.00; black steel sheets, 24- 
$8.00; No. 3, $9.35; heavy, No. 1, per cent from lists. ga. (base), $4.15; Armco galvanized 
La 3, $14.40; No. '3, $15.66 PYREX OVENWARE.—Call for this | — sheets, 24-ga. (base), $6.45 ewt., 


line is normal for the summer months. | TIN.—Sales 


Prices have not changed. in this line are steady, 


with prices remaining firm. 


GLASS AND PUTTY.—Sales are nor- 
mal for this time of the year. Retail- 





‘ ° ; ; JOBBERS’ QUOTATIONS TO RE- 
demand is rather light, with prices un- TAILERS, F. O. B. TWIN CITIES: So + QUOTATIONS TO RE- 
changed. No. 623 casseroles, $1.00; No. 643 a> mre vag i aga ir ony 
scary 2c 7. J P24 noaoear, . ace coKe ‘ As, & X <5, 
JOBBERS’ QUOTATIONS TO RE- Si gi; No AS bread, pans, 6c; No, | $14.30 box, and roofing tin, 20 x 28, 
ieee bp Rig Reon epee 200 pie plates, 67c.; No. 209 pie plates, | 8 lb. coating IC, $14.75 box, net. 
ingle an oubie Streng A grade 60c.; No. 231 utility dishes, 67c.; No J J == is fair 
glass Minnesota prices 83 per cent 24 tea pots, $2; No. 26 tea pote, $2. 33; Ww HEELBARROWS. Demand is fair, 
from lists; strictly pure putty, in 50 No. 953 percolator tops, 7c. each net. though lighter than in the early spring. 
LAWN * HOSE. Me ; neh a fairl ROPE.—Hay rope is selling well, with | Prices have not changed. 
~—Vemang 1s talrly | stocks being carefully watched. Prices JOBBERS’ var TO RE- 
heavy at present, due to general TAILERS, F. O. B. TWIN CITIES: 
weather conditions Stocks are still | “© unchanged. Wheelbarrows, rae type tray, 
. ab JOBBERS’ re ee TO RE- best grade, $41.30; second grade, 
well filled, with prices firm. TAILERS, F. 0. B. TWIN CITIES: $34.70 doz., net; tubular, steel tray, 
JOBBERS’ QUOTATIONS TO RE- Best grade manila rope, 7-16 in. patent nar 73 — > an aera 
TAILERS, F. 0. B. TWIN CITIES. and larger, 24c.; % in., and smaller, ee ee 
Lawn hose, Manhattan, black, %- 25e.; best grade sisal, 17%4c. Ib. base. W IRE.—Deliveries are fairly heavy. 
eee ft., bales, Fg HS $8. ie: SANDPAPER.—There is a steady de-| Fence wire is in fair demand, though 
Wanhattan, red, %-in., 600-ft. bales, mand for sandpaper. Stocks are well | farmers are busy at haying and har- 
.75;  %-in., $9.00; '%-in.,  50-ft., filled and prices steady. | vest at present. Prices show no 
lengths, coupled, $8.05; Good Luck, JOBBERS’ QUOTATIONS TO RE sha 
%-in., 6-ply, $9.00; Bull Dog, %-in., TAILERS, F.0. B. TWIN CITIES: | ee 
7-ply, $12.75 per 100-ft. net. id i ae Ma tae | JOBBERS’ QUOTATIONS TO RE- 
LAWN MOWERS.—Trade in this line| per box of 75 shects: second grade, ee ee ea ere 
is showing a very good demand. Stocks| No. 1, 67c. per box of 75 sheets; gar- | ner “Sh"rod ‘spool; galvanized. barbed 


are well filled, with the demand trend- net No. 1, $16.75 per ream, net. _ | hog wire, $3.34 per 80-rod spool; No. 
ing toward the better mowers. Prices | SASH CORD AND WEIGHTS.—Deliv- 9, (base) smooth galvanized wire, 


$3.65 cwt., and No. 9 smooth black 


have not changed. eries show a steady demand and fairly | wire, $3.26 cwt. 
JOBBERS’ QUOTATIONS:TO RE- good volume of trade. Prices are un-| WIRE CLOTH.—There is a fairly good 
TAILERS, F. 0. B. TWIN CITIES: changed. | call for wire cloth, with stocks well 
Lawn mowers, Philadelphia, Style JOBBERS’ QUOTATIONS TO RE- |G 7 . 
A, 15-in., $15.75; 17-in., $17.85; 19-in., TAILERS, F. 0. B. TWIN CITIES: filled. The first heavy demand of the 


spring trade, however, is over. Prices 
have not changed. 


$19.95; Riverside, Ball-bearing, 16-in., 


$7.25; 18-in., $8.25 each, net. Sash cord, best grade, 65c. lb. base; 


second grade, 38c. lb.; third grade, 





MILK CANS.—Dairy supplies in the 27c. Ee eo ae -_ _ iron sash JOBBERS’ QUOTATIONS TO RE- 
Northwest have steadily increased in ee eee ee TAILERS, F. O. B. TWIN CITIES: 
demand in the past few years, and this | SCREWS.—Sales are fair, with stocks PR x is 2 12 mesh, black 
. . . . : a r 00). 2 os x 2 esh, 
year is no exception. Prices on milk | ample. Prices are firm. | aluminum finish, $2.25 per 100 sq. ft., 
cans are steady, showing no changes. JOBBERS’ QUOTATIONS TO RE- base. 
JOBBERS’ QUOTATIONS TO RE- TAILERS, F. 0. B. TWIN CITIES: | Soi a an on 
TAILERS, F. 0. B. TWIN CITIES: Wood screws, flat head bright, 50 |  %@ Per oe ee ae Se, OO, 
Milk can ih elle aed B. per cent; flat head japanned, 35 per WRENCHES. — Call for wrenches 
2 son, are ~~ aie e _ my, cent; round head blued, 40 per cent; how y00d “k Gar 
gal.; $ ~gal., $3.15 each, net. flat head brass, 3714 per cent; round | Shows a very good mar et. xarages 
NAILS.—Deliveries are fairly heavy, head brass, 32% per cent from lists. | and shops are buying well. 





Rubber and Leather Belting 
Shown in Schlafer’s 
Window Display 


ad. ‘ vue 
ROBE HU 


CHLAFER HARDWARE CO., 115 West oe eis tl, et 


College Avenue, Appleton, Wis., sells an- 
nually a good volume of leather and rubber 
belting to mills and farmers in its vicinity. The 
belting display reproduced herewith is un- 
usual in the fact that this line is rarely dis- 
played. When shown in a window it is rarely 
presented as attractively as did Lawrence G. 
Zwicker show it in this display. Mr. Zwicker, 
display manager of the Schlafer store, reports 
that the display did stimulate the sale of belting. 
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Trade Is Being Well Maintained in Missouri 
River Crossing Area 


(Kansas City office of HARDWARE AGE) | 

KANSAS CITY, July 23.—It takes high temperatures to bring up the 
late corn and plenty of moisture. The farmers have both. Floods 
have damaged Hutchinson and Salina, Kan. Business is off there. 
Nearly everywhere else it is up. 

Trade has maintained a remarkably steady volume on nails, fenc- 
ing and wire products generally, despite their invariable tendency 
to slump at this time of the year. Stocks in the jobbers’ warehouses 
are moving out at a fair rate. This department of the hardware 
business is almost slumpless thus far. The mills during July and 
August ordinarily run at about 70 per cent of their capacity. Now, 
in the case of the Steel Corporation plants, they are only 2 or 3 per 
cent below a hundred. The independents, too, are similarly affected. 

Large building operations are under way. The railroads are let- 
ting much structural work. Contractors who are deepening and 
straightening the channel of the Missouri River so as to make that 
erratic stream navigable are buying heavy tonnages of seven-wire 
galvanized strand. 

Heavy hardware of all kinds is moving. The advancing price of 
wheat, however, is retarding:the grain bin business which had start- | 
ed out in lively fashion. The mills are still from five to eight weeks 
behind on metal sheet orders, but sheet prices have regained their 
stability. Prospects are bright for a good fall business on fence, 
corrugated roofing and prepared roofing. 

Wheat-growers are again jubilant following their temporary dis- 
appointment at the failure of this crop to register bumper propor- 
tions. A new high has been recorded at the Kansas City market— | 
$1.58 per bushel. Farmers are getting about 40c more than they 
had expected. | 

The world wheat crop is short, which makes the Kansas crop rela- | 
tively large. It may be that that State alone will show a production 
equal to half the whole Canadian yield. Wheat conditions are so | 
good that the Federal Farm Board may defer “relief” in that direc- | 
tion indefinitely. ; 





BALE TIES.—With heavy hay crops of set; wrought bronze metal, $2.25 per 
all ki : S £ : " ‘ set; cylinder front door sets, wrought 
all kinds, the trade in bale ties is cor- bronze metal, $6.50 per set. 
respondingly brisk. Prices firm. : ‘ - 
JOBBERS’ QUOTATIONS TO RE- CARRIAGE AND MACHINE BOLTS. 
TAILERS, F.0.B. MISSOURI RIVER | —Some activity is reported, though 
CROSSINGS: | business, following the harvest, tends 
Bale ties, 8% ft., 14 ga., $1.39 per j , 
bundle; 9 ft., 14 ga., $1.46; 7Uft., 15 | to wane. Prices steady. 


ga., $1.08; 8 ft., 15 ga., $1.14; 8% ft., JOBBERS’ QUOTATIONS TO RE- 
5 ee ee! TAILERS, F.O.B. MISSOURI RIVER 


15 ga., $1.21; ft., 15 ga., $1.2 

ft., 15% ga., $1.00; S%, ft., 15% ga., | CROSSINGS: 

$1.06; 9 ft. 15% ga., $1.13; 7% ft. Small carriage, rolled thread, 50- 

16 ga., $0.88: 8 it., 16 ga., $0.92; 8% 10-10-5 off list; small carriage cut 
ft., 16 ga., $0.97. thread, 50-10-5 off list; large carriage 


y ’ r r ut thread, 50-10-5 ff list; small | 
BUILDERS’ HARDWARE.—No com- | jnachine roiled thread, 50-10-10-5 off | 
plaint is registered on the score of poor | a — oe > off 
business in this line. Large building op- | ee ee eee? 
erations continue. There is a slump in | EAVES TROUGH AND CONDUCTOR 
new residences, however. No _ price | PIPE—Volume is holding up well. Or- 
changes. | ders are mostly for replacement. No 


JOBBERS’ QUOTATIONS TO RE- price changes. 


TAILERS, F.0.B. MISSOURI RIVER JOBBERS’ QUOTATIONS TO RE- 
CROSSINGS: TAILERS, F.0.B. MISSOURI RIVER 
ol cabper and” Gal “henon Same oo 

) ar 8 6¢ orass ° 5 ‘ Tehl 7ES 
$19.25 a hundred pair; 3% x 3%, $20 28 gage, 5 in. lap joint eaves 

a hundred pair; 4 x 4, $27 a hundred trough, $4.75 per 100 ft.; ror ne 8 
pair; heavy steel bevel inside sets. in. conductor pipe, $5 per 100 ft. | 
case lots, $5.50 per doz.: steel bit- Lops ‘ 

keyed front oor sets, $1 per doz. | GRAIN SCOOPS.—Movement is not so 


brisk as formerly. Downward price re- 
adjustments continue in force. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Grain scoops, split handle, corru- 
gated bottom, light weight; No. 6, 
$11.50 per doz,; No. 8, $12.50; No. 10, 
$13.50; No. 12, $14.50. 


LANTERNS.—Trade is not particular- 
ly active. Prospects for fall good. No 
price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Dietz line of tubular lanterns; Hot- 
blast, Little Star, $8.00 per doz.; hot- 
blast, Hy-Lo, same; hot-blast, O. K. 
$9.50 per doz.; hot-blast, No. 2 Royal, 
$10.00 per doz.; cold-blast, Junior, 
$8.75 per doz.; cold-blast, Junior 
brass, $16.00 per doz.; cold-blast, 
Junior brass, nickel plated, $20.25 per 
doz.; Junior wagon lantern with 
bull’'s-eye lens, $17.75 per doz.; 
Eureka driving lanterns with plain 
lens, $19.50 per doz.; Eureka lanterns 
with optical lens, $21.00 per doz.; No. 
15 wall lanterns, $35.00 per doz.; im- 
perial platform lanterns, $15.00 per 
doz.: No. 1 Climax platform lanterns, 
$6.00 per doz. 


LAWN SPRINKLERS.—Notwithstand- 
ing the heavy rainfall which has con- 
tinued with little cessation throughout 
the spring and summer, this line shares 
the current activity. Prices steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 
Nelson line: Circle, weight per doz., 
12 JIb., brass top with brass or cad- 
mium plated bottom, $6 per doz.; 
Crescent, weight per doz., 12 Ihb., 
brass top with brass or cadmium 
plated bottom, $5.50 per doz.; Whir- 
ling Fairy, swivel brass hose con- 
nection, malleable base, 11 in. high, 
$14 per doz.; Can’t Beat ’Em sprink- 
ler, diameter 3% in., height 1% in., 
weight per doz., 15 lb., $3.05 per doz. 


MILD STEEL BARS.—Orders are reg- 
istering in good volume. Mills are still 
behind. Jobbing stocks complete, how- 
ever. Market firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Bars, shapes and small angles, 
$3.56 per cwt. base; structural sizes 
and shapes, $3.66 per cwt.; mild steel 
bands, 3-16 and lighter, $4.21 per 
cwt.; steel hoops, $4.66 per cwt.; re- 
inforcing bars, $2.40 per cwt.; cold 
rolled round shafting, $4.16 per cwt.; 
cold rolled square bars, $4.66 per cwt. 


MOPS.—Volume is growing. No new 
prices since the recent reductions. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 
Betty 3right self-wringing mop, 
No. 10, $8.00 per doz.; Betty Bright 
mop cloth, No. 20, $4.25 per doz. 
NAILS.—Business is unusually good, so 
far as volume is concerned, considering 
the season. Peace has not yet blessed 
the fierce contention among compet- 


itors. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Common wire nails, $3.35 per keg, 
base, (see new extras). 
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OIL.—Trade shows plenty of strength 
Linseed is.up three 
No new turpentine 


and so do prices. 
cents a_ gallon. 
prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Raw linseed oil in steel-drum lots, 
96c. per gal.; boiled linseed oil in 
steel-drum lots, 99c. per gal. Tur- 
pentine, pure gum spirits, in steel- 
drum lots, 66c. per gal. 


POULTRY NETTING.—Some orders 
are coming in, though the long rush has 


slackened. Prices remain the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Poultry netting, galvanized before 
weaving, 50-10-5 off list; galvanized 
after weaving, 50-5 off list. 


ROPE.—Trade is not so good as for- 


merly. No new sisal prices as yet. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Highest quality manila rope, 
ard brands, 24c. per lb., base; No. 2 
manila, standard brands, 22c. per lb. 
base; No. 1 sisal rope, highest qual- 
ity, standard brands, 20c. per Ib.; 
No. 2 sisal rope, standard brands, 
15\%c. to 17c. per lb., base. 


stand- 


SASH WEIGHTS.—Volume just ordi- 


nary; market weak. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. MISSOURI RIVER 


CROSSINGS: 

In one-ton lots or more, $1.80 per 
ewt.; less than ton lots, $1.90 per 
ewt. 


SCREWS.—tTrade is only fair. 











| 
price figures have not yet been altered. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 

Flat head bright screws, 45-20 
per cent off list; round head, blued 
screws, 40-15 per cent off list; flat 
head brass screws, 37%-15 per cent 
off list; round head brass screws, 
32%-15 per cent off list. 


SHEETS.—Business is good and the 


2 ae > 25, $12.90; 31 x 6.00, $17.10; 

, $18. Trucks, 32 x 4%, 8 ply, 
320. Ss! 33 x 4%, $21.30; 30 x 5, 
32 x 6, 3 40; 36 x 6, 10 ply, $46.60; 
34 x 7, 60.15: 40 x 8, 12 ply, $91.60. 
(All foregoing prices subject to 5 
per cent trade discount.) 


TUBES.—Business is getting better as 
the temperatures rise. No new price 


market is firm. Mills are behind on or- | #&¥res. 

; : "i as JOBBERS’ QUOTATIONS TO RE- 
ders. Jobbing stocks, however, are well TAILERS, F.0.B. MISSOURI RIVER 
assorted. CROSSINGS: 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Galvanized sheets, 24 ga., per cwt., 


$5.25 base; one-pass, cold-rolled, 27 
ga., $4.65 per cwt.; blue annealed, per 
ewt., $3.80. 


STORAGE BATTERIES.—Business 


tions. Prices fairly firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. MISSOURI RIVER 
CROSSINGS: 

Automobile, 
standard terminal, 
13 plate, $10.75 each: 


6 volt, 11 plate, heavy 
$9.10 each; 6 volt, 
12 volt, 7 plate, 


$12.85; 6 volt, 11 nlate, thin. stand- 
ard terminal, $7.35; 6 volt. 13 eg 
thin, for Ford and’ Che vrolet, $8.0 


TIRES.—Hot weather and better oii 
| are stimulating the tire trade. 


show some firmness. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.0O.B. MISSOURI RIVER 


CROSSINGS: 

Mansfield automobile, covered by 
standard warranty, 30 x 3%, oversize, 
a duty cord, s.s., cl., $7.25; 31 x 
4. $11.40; 32 x 4, $12.10; 33 x 4, $12.70: 
32 x 4% , $15.95; 33 x 414, $16.60; 33 x 
5, $21.70. Balloon. 29 x 4.40. regular, 
$8: 30 x 4.50, $8.90; 30 x 5.25, $12.50: 


is 
off in conformity with seasonal condi- 


Prices 


Mansfield, 30 x 3%, heavy duty, 
tan, $15.60 per doz.; 31 x 4, tan, $12 
per half doz.; 33 x 4, tan, $13.20 per 
half doz.; 32, x 4%, tan, $15 per half 
doz.; 33 x 4%, tan, $15.60 per half 
doz. Balloon, 29 x 4.40, heavy duty, 
$18.60 per doz.; 30 x 5.25, $12.90 per 
half doz.; 31 x 6.00, $14.70 per half 
doz.; 33 x 6.00, $16.60 per half doz. 
(All foregoing prices subject to 10 
per cent trade discount.) Special 
brand tubes, 30 x 314, 55 to 70 gage, 
2%-in. pole, reinforced valve base, 
vulcanized splice, full size valve, 75c. 
each; 29 x 4.40, 92c. each. 


| WHITE LEAD.—Volume is attractive; 
| market firm. 


JOBBERS’ QUOTATIONS TO RE- 
| TAILERS, F.0O.B. MISSOURI RIVER 
| CROSSINGS: 





White lead, 13%c. per lb. in hun- 
dredweight lots. 

| WIRE CLOTH.— Orders are fairly 

| heavy. The market shows additional 

| firmness. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Black wire cloth. 
100 sq. ft.; galvanized, 
14 mesh, $2 : 16 mesh, 
14 mesh, $6.50: 16 mesh, 
per, 14 mesh, $6; 16 mesh, 


12 mesh, $1.85 per 
12 mesh, $2.10; 
$2.85. Bronze, 
$6.90. Cop- 
$6.25. 





Summer Business Has Averaged Better Than 
Normal in New England 


BOSTON, July 23.—For the first time retail dealers here and in 
other New England cities report the usual summer let-up in over- 
This let-down has come a little later than usual 
ostensibly because schools kept open later than usual this summer, 
and earlier weather conditions were against the usual June flux of 
people from cities to country and seashore. 
been gradual and the average retailer reporting same adds the pro- 


the-counter sales. 


(Boston office of HARDWARE AGE) 


viso that sales have averaged better than a year ago so far in July. 


In contrast, reports from the so-called country dealer as well as 
from the coast retailer signify that business is quite peppy. 


So in 


the final analysis New England trade in general is not as tough as 


it might be. 


Checking up with the jobbers bears out that state- 


ment, for jobbers’ sales are running a little ahead of last year at 
this time despite the fact that many of their salesmen are on vaca- 


tion. 





AUTOMOBILE 


Over-the-counter sales of tires 


accessories are selling. 


ACCES SORIES.— | 
and | 
tubes are quite satisfactory, and other 
A lot of own- 


ers, feeling they cannot have a new car, | 


are dolling up the old one. 


JOBBERS'’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. BOSTON 

Tires. ansfield line, 
straight side, 30 x 3% in., 





heavy duty, 
$8.85 each, 





310.80; 32 x 4 in., 
$12.10; 32 x 4% 

5; 33 x 5 in., $21.15; 35 x 5 i 
7 Discount, 7% per cent. 

Tires.—Mansfield line, balloon, 27 x 
4.40-19, $7 each list; 29 x 4.40-21, 
$7.40; 30 x 4.50-21, $8.25; 30 x 5.00-20, 
$10.20; 31 x 5.00-21, $10.65. Discount 
7% per cent. 

Tires.—Mansfield line, balloons, six- 
ply, 30 x 4.50-21, $11.05 each list: 30 x 
5.25-20, $14.30; 30 x 5.50-20, $16.05; 35 
Discount, 7% per cent. 


x £ im, 
90; 33 x 4 in., 
° 





x 6.00-23, $19. 


The let-up so far has 





Tubes.—Mansfield line, 12 to the 
carton, 27 x 4.40-19, $15.60 per car- 
ton list; 30 x 4,50-21, $18. Discount 


10 per cent. In less than carton lots, 


10¢e. per tube should be added to the 
cost. 

Tubes.—Mansfield line, six to the 
carton, 30 x 4.75-21, $9.90 per er es 
list; 31 x 5.00-21, $10.50; 30 x 5.25- 
20, $11.40; 29 x 5.50, $12.90; 30° x 

50-20, $13.50; 30 x 6.00-18, $12.90; 
3] x 6.00-19, $13.20: 32 x 6.00-20, 
$13.80; 33 x 6.50-21, $16. 50. Discount 
10 per cent. In less than carton lots 
10c. per tube should be added to the 
cost. 


AIRCRAFT BUILDERS.—Certain re- 
tail dealers are having quite a success- 
ful aircraft builder business. In such 
cases special efforts have been made by 
window displays and with house to 
house circulars to inform boys that the 
store has builders for sale. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Aircraft Builders.—No. 00AB, $8 per 

doz., net; No. 0AB; $16; No. 1AB, $28; 

No. 2AB, $40. 
Glide-O-Planes.- 

doz. net; No. 0GP, 1GP, $4. 
| BOLTS AND NUTS.—While some deal- 
ers have been shading prices to secure 
new accounts, bolt and nut prices are 
steadier than they have been in years, 
and that fact has helped materially in 
| creating better buying. 


No. 
g9- 


00GP, 
No. 


80c. per 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Bolts.—In full packages, 
50 and 5 per cent discount; 


machine, 
common 


carriage, 50 and 5 per cent; stove 
bolts, 70 and 10 per cent; coach 
screws, 50 and 5 per cent; Eagle 


carriage, 50 per cent; counter-sunk 
Eagle, 40 per cent; counter-sunk ma- 
chine, 25 per cent. In less than full 
packages, add 25 per cent. 

Nuts.—In full cre Mm semi-fin- 
ished, U.S.S. and S.A.E., "bs per cent 
discount; castellated, S.A.E., 25 per 
cent. In less than full packages. 


CARVING SETS.—Within the near fu- 
ture shelf hardware jobbers will begin 
to take orders for carving sets to be de- 
livered next fall. The jobbers have put 
their stocks in order and have prepared 
for a large business. It is suggested 
that retailers look over stocks with a 
view of ascertaining what they will re- 
quire. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON: 

Carving Sets.—Beef, three-piece, 
stag handle, stainless steel, $3.50 to 
$8 per set net; with tyrohorn handle, 
= to $8. Beef, three-piece, stag han- 

— in display box, $2. 60 to $4 per 


yo —Two-piece, in display box, 
$2 to $4.75 a pair net; stainless steel, 
stag handle, $2.75 to $5.50; with ivory 
oe. = oi with pyrohorn handle, 


$1.75 to 

Bird. — Tr - piece, stag handle, 
Stainless steel, $2.25 to $3.75 per pair 
net; with ivory handle, $2.50. 

COTTON GLOVES. — Jobbers have 
taken a few advance orders for cotton 
gloves to be delivered next fall. Re- 
tailers aS a rule, however, evince little 
interest in such merchandise just now. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Cotton Steves. — White, flannel, 
wristers, No. 839, $1.20 per doz. net; 
No. 839B, $1.15; "No. 641, $1.44; No. 
642, $1.70; No. 873, $2.10. ‘White, with 
Jersey knit wristers, ne £03, — 90; 


No. 402B, $1.80; No. 403, $1.90; No 
410, $3. We White, leather front, No. 
322° $4.50; No. 218, $3.25; No. 327, 
$4.75. White leather front with 


gauntlet, No. 169, 
IRON AND STEEL.Heavy hardware 
jobbers say the movement of iron and 
steel out of stock is remarkably good 
for this time of the year. Individual 
orders placed with them are for small 
quantities of stock, but orders are 


numerous. Prices have not changed in 
many months. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 

Steel.—Soft steel bars, 33. 25% per 
100 Ib. base; flats, $4.15; plain con- 
crete bars, $3.26%; deformed con- 
crete bars, $3.26%; tire steel, $4.50 to 
$4.75; open- -hearth spring ‘steel, 4 
and $10; crucible spring steel, $12; 
bands, $4.01% to $5; hoops at $5. 50 to 
$6; half rounds, $4. 90; ovals, $4.90; 
hexagons, $3. 2644; cold-rolled steel, 
$3.95 to $4.45; Ae $6; 
structurals, an beams, 
$3.36%4; plates, = 36% ney 43.59, 

Iron .—Refined, iron bars, $3. 2614; 
best refined, $4. 60; Wayne, $5.50; 
Norway iron rounds, $6.60; squares 
and flats, $7.10. 


ROOFING MATERIAL.—Jobbers have 
slightly advanced prices on most kinds 
of roofing papers. Quotations on red 
rosin and deadening felts, however, re- 
main as heretofore. 


JOBBERS’ Bo Toston, TO RE- 
TAILERS, F.O.B. BOSTON: 

Roofing Paper. ey 3 smooth 
surface, heavy, $1.81 per roll net; 
extra heavy, $2; Apex medium, $1.34; 
Battle Axe, light, 94c., medium, $1.15, 
heavy, . Mineral surface, $1.90 
and $2. 

Suilding Paper.—Sheathing, 30 lb. 
rolls, $1.10 per roll net; black, 40 Ib. 
rolls, $2; 20 lb. rolls, $1. Red rosin, 
20 Ib. rolls, $63 per ton net; Asphalt 
felt, $64 a ton. 

Shingles.—Hexagon, three-tab, 10 
in., $3.84 per square, net; 12 in., 
$4.80. Giant, individual green, $6.65; 
colored tint, $6.90. Standard, indi- 
vidual, $5.40 per square, net. 

Roof Coating.—No-Tar-In.,_ black, 
one gal. containers, $1.25 each, list; 
five gal. containers, $1.10 per gal.; 25 
gal. containers, 80c. per gal.; 50 gal. 
containers, 75c. per gal. Red, one gal. 
containers, $2 each list; five gal. con- 
tainers, $1.85 per gal. Discount, 40 
per cent. 


SCREENS AND DOORS.—Jobbers note 
belated buying of screens and doors. 
Retailers are ordering in small quanti- 
ties, however. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS. F.0O.B. BOSTON 
Screen Doors.—From ateck, No. he 


hag =, 


8 

8, $27.81: 2.10 x 6.10, $29.06; 3.0 x 
$30.13; No. 545G, 2.6 x 6.8, $41.69; 
x 6.8, $43.13; 2.10 x 6.10, $44.88; 
c i $46.44. 

Factory Shipments.—Deduct 10 per 
cent from the above prices. Freight 
is allowed in the distribution of cars 
from factory. 





‘ 








SHOT.—Air rifle and Boy Scout shot 
have been reduced 10c. a case and B 
shot 10c. a bag. 


JOBBERS’ SyorAne TO RE- 
TAILERS, F.O 

Shot. —Air a Se. pg “$3. 85 per 
case net; Boy Scout, 10c. size, $4.25 
per case; < — and larger, $2.65 
per bag (25 Ib.). 


SKATES.—There is a small current de- 
mand for roller skates for immediate 
retail use and some buying for the fall. 
As yet little or no interest has been 
shown by the retail trade in ice skates. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Ice Scates.—Union line, men’s No. 
52414, $1.36 per pair net; No. 424%, 
$1.74; hockey and figure, $2. 69; C 
dian ‘hockey, No. 5%, $1; No. q, et 
ladies’, No. 52, ; 

No. 5624 3%, $1. 49; 2414, 
children’s bob skates, 40c. 

nga. —Roller, Union line, No. . 

oe ha net; No. 3, 75c.; No. 5, 


31 “io; $1. 45; No. 10, $1.10; Chi- 
cago coe, ~~ 181, boys’, $2. 65; No. 
181, girls’ » $2.75. Other makes, No. 


103, 80c.; No. 1005, $1.30; No. 105, $1. 


TRUCKS.—In connection with ash 
cans, jobbers are also taking orders 
for ash can trucks to be delivered this 
fall. Retail stocks are reported as 
light. . 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Trucks.—Ash can, Little Man, 
large wheels, $30 per ‘doz. net; Senior, 
large wheels, $28. Barrel racks, 
$3.75 each net. 
VEGETABLE BINS.—Certain retail- 
ers are enjoying a rather better mar- 
ket for vegetable bins. City retailers 
do much better than out of town. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Bins.—Vegetable, 
$1.50 each net. 
WINDOW GLASS. — Jobbers have 
taken a few advanced orders for win- 
dow glass to be delivered later in the 
year. The price situation is steadier 
than it has been in some months. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Window Glass.—Third quality, sin- 
gle B bracket, 88 and 5 per cent dis- 
count. All other singles, 88 per cent 
discount. Double B and all sizes, 87 
per cent discount. 


standard makes, 


New York Market Continues Active 
Without Signs of Summer Slump 


NEW YORK, July 23.—With few exceptions there has been practi- 
cally no summer slump noticeable in the local wholesale hardware 
market. Reports received show a very satisfactory average volume, 


with staple or shelf lines remarkably active. 


Some fill-in business 


continues on steel goods and such lines as are usually more active 
early in the spring. Lawn mowers, trimmers, edgers and such items 
are very active due, perhaps, to the frequent rainy spells which have 
made the grass grow. Early interest in fall merchandise is normal. 

Though building operations are somewhat below normal in the 
class of business which helps the retail hardware store’s business, 
we find a fairly good sale on builder’s hardware tools and supplies. 


Local employment conditions are 
tions average from fair to good. 


considered fairly good and collec- 





BUTTS.—Jobbers quote 18 cents per 
pair for less than case lots and 16 cents 
per pair for case lots. Demand is nor- 
mal. 


BOLTS AND NUTS.—Moderate sale 
reported, with prices unchanged. 


JOBBERS’ QUOTATIONS a, RE- 
TAILERS, F.O.B. EW YORK 

Carriage bolts, 55 off list. 
lots, 60 per cent off list. 

Stove bolts, 80 per cent off list. 

Machine bolts, % by 6 and smaller, 
50 and 60 off list; larger to 1 by 30, 
ae per cent off list; 1% to 1%, 30 off 

st 

Coach screws, 55 off list. Case lots, 
60 per cent off list. Stepbolts, 50 per 
cent off list. 


FRUIT PRESSES.—Very little interest 


"Case 
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being shown at this time, but jobbers 
believe orders will begin some time 
soon, as this item is always active the 
Jatter part of the summer. Prices are 
not likely to change. 


JOBBERS’ Pe ee. TO RE- 
TAILERS, F.O.B. NEW YORK: 

Fruit crusher, Salvamines steel hop- 
per, aluminum frame and _ with 
double roller, $10.00 each; same re 
fly wheel instead of crank, $11. 
each. 

Fruit press, cast iron base, and 
plunger, 3 qt. capacity, $3.60; six qt. 
capacity, $4.50 each. 

Fruit presses, hardwood frame, oak 
tubs, etc., No. 0, plain tub, $6. 94 
each; with hinged tub, from $7. 50 to 
$18, according to size. 


GARAGE SETS.—Jobbers quote $2.40 
for garage sets, with a price of $2.10 
per set in lots of six or more. Fairly 
steady demand is reported. Garage 
door holders are quoted at $1.75 per set 
and at $1.60 per set for lots of six or 
more. 

GLUE.—Jobbers report the normal vol- 
ume of demand on this line. 


JOBBERS’ oS Naw vo TO RE- 
TAILERS, F.O.B. NEW YORK: 

LePages glue, tubes, No. 27, $2.40: 
family size, No. 25, $2. 40; gills, No. 
30, $3.60; half pint, No. 31, $6.00; one 
pint, No. 32, $10.20; one ‘quart, No 
33, $18.00, and one_ gallon, $54.00. 
These prices are LIST PER DOZEN 
and subject to a dealer’s discount 
of 3344 per cent. 


JUVENILE VEHICLES.—Steady sale 
continues, with prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Child’s garden sets with 18 in. 
handles. Set No. 1, 10c. each; No. 6, 
17c. each, and No. 9, 30c each. 

Arcade toy lawn mower, No. 564, 
55¢e. each. In lots of 12 or more, 50c. 
each; No. 565, 85c. each, in lots of 
12 or more, 75c. each. 

Bissel’s toy carpet sweepers, Lit- 
tle Helper, 1634c. each; Little Gem, 
31%c. each; Little Jewel, 8314c. each: 
and Bissell auarer. $1. 331% onch. 


Velocipedes, No. "840, $5.95; No. 841, 
$6.55; No. 842, $690," and - 3 
$8.15 each; No. 850, $7.50; No. 


$7.80; No. 852, $8.15; No. 853, $5. "16 
each. 

Sidewalk cycles, No. 900, $9.40; No. 
910, $10.65 each; No. 922, $17.50, and 
No. 932, $17.50 each. 

Coaster wagons, No. 750, $1.80 each; 
No. 751, $2.25 and No. 761, $3.25 each. 


LAMP CORD.—Business keeps up on 
this line. Prices are expected to change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 

Lamp cord. prices are per 1000 ft.; 
18ga. 1/32 silk covered lamp cord, 
brushed brass, white, maroon, old 
gold, green and brown, 500 ft. on a 
spool, $12.40; 18 ga. 1/64 silk covered 
lamp cord, maroon, old gold, old 
brass, white, green and brown, 500 
ft. on a spool, $9.50: silk covered 
twisted lamp cord, white only, 250 ft. 
on a spool, $13; 18 in. 1/64 cotton 
covered lamp cord, maroon, white 
and dark brown, 500 ft. on a snool, 
$8.30; 18 ga. 1/32 cotton covered lamp 
cord, green, white. maroon, oak tan 
and dark brown, 500 ft. on a spool, 
$10.75; 18 ga. 1/64 cotton single con- 
ductor, wire white, brown, oak tan, 
white with marker, brown’ with 
marker, and oak tan with marker. 
500 ft. on a spool, $4.25: 18 ga. 1/32 
cotton twisted lamp cord: green and 
yellow, 250 ft. on a spool, $12.50; 18 
ga. black cotton reinforced cord, 250 
ft. on a spool. $16.50; 18 ga. cotton 
covered heater cord, 250 ft. on a 
spool, $16.50. 


LINSEED OIL.—Local distributors are 
quoting higher prices on linseed oil. At 
press time local offerings were as fol- 
lows: Linseed oil in lots of less than 5 
bbls., 13.3 cents per Ib.; in lots of 5 
bbls. or more, 12.9 cents per Ib., and 
Calcutta linseed oil in bbls.. 20 cents 
per lb. The standard extras prevail. 





| Prices are the same. 


LUBRICATING OIL. — The usual 


steady sale is reported. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Three-in-One Oil, 1 oz. cans, $1.20; 
-38 oz. cans, $2.40; 3 oz. bottles, $2.40 
and 8 oz. bottles, $4.80. These prices 
are NET PER DOZEN. 
NAILS.—Prices are revised somewhat, 
with slight decline on certain items. 
These prices are representative of local 
offerings. 
JOBBERS’ og gh ge wor RE- 
TAILERS, F.O.B. NEW 
All prices on nails o-Ps ped are 
net per keg, based on base of $3. 45. 
Common wire nails, 3d, 
$4.35; 6d, $4.10; 8d, $3. 95; 
12d, $3.85; 5; 20d, $38.70; 30d, 
$3.70; 40d, $3.70; 50d, $3.70; 60d, $3.70 
Galvanized common wire nails, 4a, 


oe $6.60; Sd, $6.45; 10d, $6.3 


wire box nails, 4d, $4.55; 
6d, $4.20; 8d, $4.05. Wire 
bright, 3d, $5.30; same 
same blued, 3d, $5.50; 


$7.05. 
3d, 


Smooth 
5d, $4.55; 
lath nails, 
galv., $7.80; 
extra fine $6.00. 

Wire shingle nails, 314d, galv. 

Wire finishing nails, 
$5.55; 4d, $5.05; 6d, 
10d, $4.10 20d, $4.10. 


d 
$7.55; 6d, $6.95; 8d, $6.70; 10d, $6.60 


ROLLER SKATES.—Fair demand con- 
tinues, with prices the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Roller skates, Union line, extension 
web heel and toe straps, plain steel 
rolls, 72c. per pair; same with toe 
clamps and web heel, 78c. per pair; 
same for boys with _ self-contained 
ball bearing wheels, $1.42 per pair; 
for girls, $1.62 per pair. 

Roller skates accessories: Keys, 
2l%c. each; skate wheels, with self- 
contained ball bearings, 10c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each; cotton pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding bolt, 
65c. per 100, and toe clamps, 12c. per 
pair. 

Chieftain line, No. 400, for either 
boys or girls, _ self- contained ball 
bearings, $1.45 per pair; Redskin line, 
for boys or girls, 85c. per pair. 

Chicago line, No. 181, $2.65; No. 198. 
$2.75; No. 185, $2.75; No. 101, $1.3 
and Nos. "103 and 105, $1. 38 per on 

SASH CORD.—Steady sale, but not 
very heavy at the present time. Prices 
are as shown. 


JOBBERS'’ oe ae ve TO RE- 
TAILERS, F.O.B. NEW YORK: 
Sash cord, Samson Spot, No. 7, 66c.; 


No. 8, 65c. feldt., Aetna No. 7; 30c. 
per lb., No. 8, 290 per lb. Phoenix, 
No. 7, 48c. per lb., No. 8, 42c. per Ib. 


SOLDER.—Fair sales reported, with 
prices the same. Jobbers quote bar 
solder at 32 cents per lb. and strip solder 
at $2 per 5 lb. box. 

SHOT.—Normal sale, with prices as 
shown. 


JOBBERS’ QUOTATIONS FO RE- 
TAILERS, F.O.B. NEW YORK: 

BB shot in case lots, $4.35 per 100 
tubes in less than case lots $5.00 per 
100 tubes. In 25 lb. bags, $3.90 per 
bag and in 5 Ib. bags 90c. per bag. 


SCREWS. — Moderate demand, with 


prices steady and not expected to 
change. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. NEW YORK: 

Wood screws,, flat head, bright iron, 
41-10-10; round head, blue 40-10-10; 
roams head, iron, nickel plated, 27% 
10-10: flat head, ‘galvanized, 20-10-10 
flat ‘hae brass, 3214-10-10; round 
head, brass, 2714-10-1 10. These dis- 
counts apply to new standard screw 
lists. 

Machine screws, flat and round 
head, brass, 60 per cent discount. 

Iron, 60-71% per cent discount. 


TIRES AND TUBES.—With vacations 
and touring sales should be more active. 
Current business is reported as fair. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Mansfield tires, 4 ply balloon type, 
29 x 4.40, $7.40; tubes, $1.50; 30 x $4.50, 


$8.25; tubes, $1.60; 29 x $4.75, $9.55; 
tubes, $1.70; 29 x 5.00, $9.90; tubes, 
1.75; 30 x 5.00, $10.20: tubes, $1.80; 
31 x 5.00, $10.65; tubes, $1.85; 32 x 
5.00, $11.75; tubes, $1.90; 28 x 5.25, 
$11. 10; tubes, $1.85; 30 x 5.25, $11.90; 
tubes, $2.00; 31 x 5.25, $12.35; tubes, 


a tubes, $2.25. 
$14.70; tubes, 





$2.05; 29 x 5.50, $12. 
— 6 ply, 31 x 5. 





$2.05; 30 x 5.50, $16.05: tubes, $2.35; 
30 “4 6.00, $16. 15; tubes, $2.25; 31 x 
6.00, $16.65; tubes, $2.30; 32 x 6.00, 
$16.95: tubes, $2.40; 33 x 6.00, $17.55; 
tubes, $2.55. 

Tire display racks, $10.00 each. 


Prices in all instances are each. 


TRAPS, GAME.—Though a little early 
to be selling traps the trade is showing 
some fair interest in the line. Prices 
are not likely to change during the com- 
ing season. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 
Victor game traps, No. O, $1.20; 
No. 1, $1.50; No. 1% 2.70 and No. 2, 
$3.70.. Prices are NET PE R DOZEN. 
Victor jump trays, No. $1.75; No. 
1, $2.00; No. 114, $3.05 nw Ne 2 $4.80. 
Prices are NET PER DOZEN. 
VENTILATORS.—In the July 11 re- 
port for this district Wurldsbest ven- 
tilators were incorrectly quoted in that 
the prices given were per each and not 
per dozefi as published. Corrected 
prices are shown here. 
JOBBERS’ QUOTATIONS TO RE- 
TALLERS, F.0.B. NEW YORK: 
Wurldsbest ‘No. ds $3 aw 2, $2.50: 


No. 3, $3.00; No. 4, No 5A, 
$4.00: No. 6A, $4.75; No. 6B, $5.00, 
and 6C, $5.50. These are LIST prices 
per EACH and subject to a trade 
discount of 3314 per cent. 


Revenue Freight Loadings Rise 
57,885 Cars in Week 


Revenue freight loadings for the week 
ended July 6 totaled 908,832 cars, or an 
increase of 57,885 cars compared with the 
corresponding week last year, the car ser- 
vice division of the American Railway 
Association announced on July 16. This 
total was also an increase of 60,747 cars 
over the corresponding, week in 1927. 

Compared with the preceding week this 
year, the total for the week of July 6, 
due to the observance of the Fourth of 
July holiday, was*a reducton of 186,892 
cars. 


Bank Debits Down 31 Per Cent 
to $15,513,000,000 Total 


Debits to individual accounts, as report- 
ed to the Federal Reserve Board by banks 
in leading cities for the week ended July 
10, which included but five business days, 
aggregated $15.513,000,000, or 31 per cent 
below the total reported for the preceding 
week, and approximately the same as re- 
ported for the corresponding week of last 
year. 

Aggregate debits for 141 centers for 
which figures have been published weekly 
since January, 1919, amounted to approxi- 
matelv $14,704,000,000, as compared with 
$21,495.000.000 for the preceding week and 
$14.554,000.000 for the week ended July 11 
of last year. 
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Chicago Sales Volume Continues Good— 
Some Advances Are Effective 


(Chicago Office of HARDWARE AGE) \ doz.; — Queen, $54.00; Parlor 
. . ¢ Le 56.00. 
CHICAGO, July 23.—Stimulated by continued warm and generally casei. ne since tits Aeilais 
* a N.—Local jobbers have followe 
favorable weather, the hardware demand, in both wholesale and re saiainh ieiaaeeiaianmines? iileeiiiintn te eal 
tail divisions, is maintaining excellent levels. | pound chain, which raises the quota- 


Practically all of the key industries are in prosperous shape and | tion from $8.75 per ewt. to $11. 


the agricultural situation is showing improvement. The building | TAILERS, F. sa. 
and allied trades are the weakest link in the chain of prosperity, naiezim: Proof coil chain, $11.00 ewt., 
though increased activity is apparent in metropolitan Chicago build- ey Neg A cca 
ing operations. COPPER RIVETS AND BURRS.— 


Sales volume is fair. No price changes 


Early ripening fruits have created a good demand for preserving 
are likely until copper weakens. 


equipment. All kinds of sporting goods and vacation equipment 


4 : ; JOBBERS’ eget & TO RE- 
are in big demand. Lawn goods, hay rope, roofing, ice cream TAILEHS, FOE CHICA 
freezers and electric fans are also very active on current orders. | Copper rivets and rome %0- 10 per 


cent discount. 


Prices on coil (pound) chain and prepared roofing were advanced | 
by local jobbers, following recent manufacturers’ advances, as pre- | ELECTRICAL MERCH ANDISE.— 
dicted in these columns in the past few weeks. Coil (pound) chain | 72>!¢ appliances, fans and flashlights 
p igs Pp are in excellent demand. Prices remain 

was advanced from $8.75 to $11 per cwt., while prepared roofing | unchanged. 

advances ranged from 15c. to 40c. per square. TLOBBERS_ QUOTATIONS TO RE- 
Operations in the Chicago area of the iron and steel industry con- Rintieteet Meese 14 
tinue to be maintained at a point close to plant capacities. All indi- 


rubber covered wire, $7.25 per 1000 ft.; 
in less than 1000 ft. lots, $7.50. No. 18 





cations point to a continuance of the present high schedules through | #2P, cords: $11.25 per ek ios key 
July and August, without the customary summer let-down. Steel | achat, Sac, aac; fete a H, 2iks. 
prices are firm. _— of 10, | 40¢. each; two-piece at- 
‘. . » ° noe ° . . | tachment plugs, 7%c. each; dry cells, 
The credit situation is improving and collections are in better boxes of 93, 32%c. each; ‘less than 
case lots, 35c. each. 
shape than a year ago. Electrical Appliances.—Irons, Hot 
Point, $4.20; in lots of six, $3.90; 
AUTOMOBILE ACCESSORIES.—Tire | in sales. Season’s prices are unchanged. | Sec al ogg ot, $16 ca 
sales are still below normal for the sea- JOBBERS’ QUOTATIONS TO RE- | gotlectric Fans.—6 n- groler aclu 
son. No price changes are expected. TAILE F.0.8 2.40 OBCh, 1ote Of 12, 92.00; ate 
JOBBERS’ QUOTATIONS TO RE. Double Bar Motor - Bike Model, pour Club, $3.20 each, — of eas 
TAILERS, F.0.B. CHICAGO: $26.26; ladies’ model, $25.90; girls’ oe ee ee, So 
mnicmncnngy A - ‘ ne ican and boys’ juvenile model, $23.60. = rte hed — ie NOT So; 
par ugs.—Splitdor or ords, , , 00 C8 ’ . m ’ eed | 
50c. each; J pore 58ce. each; Cham- | BOTTLING SUPPLIES.—Demand is a ge eet ala $10.50 
pion ’ xc. each; Champion ue | of aig e 
30x line, 58c. each: A. C., 68c. each: normal for the season. Prices are firm. Radio Supplies. —Radio B batteries, 
lots of 100, 50c.; A. C., Special Ford, JOBBERS’ QUOTATIONS TO RE- D Rig - Ag Cg ag! " 
“ wr ht Appl No. 32 Views Pawan. Serene 5, $2.80; No. ‘771, "$2.06 each; packages 
ae ee gee eee eee mee sees of 5, $1.92; No. 486, $3.20 each; pack- 
0 A aap — : ve aoe ; ouble bottle washer, 25 each: ian ai rbi 
—— pair lots, | —_ adapter for bottle agg $1.60 sono peaserr. eaten ote Ls i 
™ Bema ae ee a sugar spacer, $4.25 each; improve 9° cach: 1 edie } “k- 
» Jacks—National Standard No. 21, steel bottle capper, $8.00 doz.; crown | pon i aa standard pach 
> on — a "i — oe : caps, double lacquered in 50 gross "Radio Tubes.—UX-201A, 75c.; UX- 
$1 os cach. ne ep eh, lots, 15%4c. per gross; syphon hose 199, $1.20; UX--227 $1 50: UX-171A 
sus = Mlecaeiem ‘ ; sets, $5.00 doz.; 16 oz. clear bottles, } e19r. Trw_9n0 SREO each: ITK-245. 
HF and Tubes.—Mansfield tires, | $5.00 gross. oes: é. = ss gg ns i 245, 
30 x 31%, Liberty cord, $4.85; Mans- | $2.10 each; X-224, $2. eacn. 
field heavy duty oversize, $6.50; Lib- | J Ss’ Tf sane | e ? 
erty, 32 x 4, $9.50; Mansfield heavy | - aDERS names aor Gales aug FISHING TACKLE.—Sales are at their 
duty, 32 x 4, $11.50; Mansfield double | in fair volume. Butt prices have re- | oii: tiellaee tos Vines task tenons 
service, 29 x 4.50, $13.25; 32 x 6.50, | gained a stable status. B seep THe ae cs 
STO. gy AAO Fe Brea JOBBERS QUOTATIONS TO RE cuenay peaeee even. 
$1.30 each; 29 x 4.40 J} ansfield, 5 t - _ 
each; 30 x 3% Liberty, $1.05 each; | TAILERS, F.O.B. CHICAGO: tre ae ap api eo lit 
29 x 4.40 Liberty, $1.29 each; 32 x 31% x 3% steel butts, old copper or | TAILE fe) 
6.50, $2.70 each. ; dull brass finish, $2.16 per doz. pair | Bronson Level Winding Reels, $1.50 
oes 10 per cent on casings and in case lots; less than case lots, $2.34 | each; Meisselbach Level Winding 
12% per cent on tubes. per doz. pair. 4 x 4 steel butts, old | eel ey cation, $100 pied 
yagia tee /4 . é ; 


copper or dull brass finish, $3.00 per 


BASEBALL GOODS.—Demand is hold- doz. pair in case lots; less than case Heddon Golden Rod, $13.25 each; 


| 
ing up well. Pri 4 lots, $3.12 per doz. pair. Heavy steel, South Bend Plunk-Oreno, $8.00 doz. : 
ae Puen Ore SORRY. bevel, ianbtie sets, 86.00 per doz. sets South Bend Crippled Minnow, $6.80 
JOBBERS’ QUOTATIONS TO RE- in case lots. Steel, bit-keyed front doz.; South Bend Teaz-Oreno, $5.00 
TAILERS, F.O.B. CHICAGO: door sets, $1.55 per set. Wrought | doz.; South Bend Whirl-Oreno, Dis- 
Louisville Slugger Bate, $18.00 doz.; brass, bit-keyed front door sets, $2.60 play on cards, $2.00 card; Creek 
Official League Balls, Goldsmith No. | per set. Cylinder, front door sets, Chub Pike Minnow Assortment, $1.00 
7, $16.50 doz.; Goldsmith Double- $6.00 per set. ast.; Creek Chub Lucky Mouse As- 
play Fielders’ Glove (Horace Ford - seth ns sortment, $4.00 asst.; Creek Chub 
and Hughie Critz), $6.00 each; Gold- | CARPET SWEEPERS.—Trade is live- Injured Minnow Assortment, $2.00 
smith Bear Cat Special Fielders | ly and prices are unchanged. asst. 
Glove, $2.35 each. : cael 
Indoor Baseball.—Outseam, 12 oz., JOBBERS’ QUOTATIONS TO RE- FRUIT PRESSES. — Demand has 
$6.75 doz.; Outseam, 14 02., $8.75 doz.; | TAILERS, F.O.B. CHICAGO: | started off well. Prices are steady. 
ae it a "97.00" ‘dla iad Diels anders, 0.59 Ge: Ual- | JOBBERS’ QUOTATIONS TO RE 
seam, 0z.. $7. doz. versal . 2. -- Univer- - 
versal Japanned, $42.00 doz.; Univer | TAILERS, F.O.B. CHICA 


Ww * . sal Nickeled, 46.00 doz.; Grand } 
BICYCLES.—Popular priced bikes to | Rapids ee and colors, $44.00 4 qt. tinned rd $5.25 cach, 6 
2 qt., $6.00 each; 


meet mail order leaders continue to lead | doz.; Grand Rapids Nickeled, $48.00 qt., $4.00 each; 












































Remington Knife 
RH34 with 5 inch 
blade. Sheath knives 
also furnished’ in 
other blade lengths. 


There’s a big, new market for 
Remington Sheath Knives 


ONCE upon a time nearly all the sheath knives were sold as hunting 
knives. In those days a dealer couldn’t do much business in sheath 
knives unless he was located in hunting territory. 


But what a difference now! Boy and girl scouts, campers, hikers, 
and automobile tourists—all outdoor people want Remington Sheath 
Knives. Dealers who never see a dozen big-game hunters in a year 
are doing a fine summer business in these knives. 


It’s just a question of realizing how times have changed and taking 
advantage of new conditions. If you don’t display them in the 
summer naturally you won’t sell so many. If you show them and 

talk about them, you’ll be surprised at the way they'll move. 
Suggest uses—shaping tent pegs, cutting tent pegs or fire-wood, 
cleaning fish, slicing bread or bacon, and preparing meat or 
game for the pan. Size up the customer and tell him hoy a 
Remington Sheath Knife will serve his or her particular 
hobby. You might just as well have a worth while sale of 
these widely advertised items. Other dealers are getting 
it. Order Remington Sheath Knives from your jobber. 
Don’t submit to substitutions. 


President 


REMINGTON ARMS COMPANY, Inc. 


The Originators of Kleanbore Ammunition 


25 Broadway, New York City Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 
© 1929 R. A. Co 
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fruit presses, wood tubs, No. 0, $3.90; 
No. 1, $7.40; No. 2, $9.75; ‘No o. 3, 
$15.00; No. 5, $24.50 


GARDEN HOSE AND LAWN SPRIN- 
KLERS.—Sales are very good consid- 
ering the amount of rain this season. 
No price changes seem likely. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Good quality molded garden hose, 
two braid, %-in., 7c. per ft.; %-in., 
8c. per ft. Molded ee one braid, 
5g-in., 64%c. per ft.; %-in., 7c. per 
ft. Five-ply, wrappe hose, %-in., 
9%c. per ft. Lawn sprinklers, Rain 
King, $28 doz.; Original fountain 
sprinklers, $6 doz.; Rainbow, 38-in. 
high, $24 doz. Crown Ring sprinklers, 
$6.80 doz.; Crescent sprinklers, $6.50 
doz.; Whirling Fairy sprinklers, $10.00 
doz.; Flaring Rose sprinklers, $3.80 
doz.; Peoria Nozzles, $4.50 doz.; 
Rainboy Nozzles, $4.35 doz.; Gem 
Nozzles, $5.25 doz.; Perfect clinching 
couplings, $2.10 doz.; Perfect clinch- 
ing menders, 80c. doz. 

GLASS AND PUTTY.—Sales_ are 
heavy. Competition accounts for some 
weakness in the glass market, though 
jobbers express the belief that glass is 
a good buy at quoted figures for fall 
requirements. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Single strength A, all brackets, 85 
per cent discount, single strength B, 
all brackets, 87 per cent discount; 
double strength A, all brackets, 85 
per cent discount, double strength B, 
all brackets, 87 per cent discount; 
putty, pure grade, $3.90 per 100 Ib.; 
commercial, $3.15 per 100 Ib. 

GOLF GOODS. — Demand continues 
good and prices are without change. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO 


Hillerich & Bradley Matchea Wood 
Clubs, No. 3A, $30.00 set; Grand Slam 


Irons, chromium heads, $4.00 each; 
Lo-Skore Wood Clubs, rustless 
shafts, $3.65 each; Lo-Skore Irons, 


hickory shafts, $2.35 each; Competi- 
tion Clubs, nickel plated heads, 
aluminum cap grip, $1.35 each; Com- 
munity Clubs, Woods and Irons, 80c. 
each; Crawford- McGregor Uni- “Sets, 
$22.50 to $28.50 set; Crawford- Mc- 
Gregor Duralite Matched Irons (6 in 


set), $36.00 set; Silver King Golf 
Balls, $7.50 doz.; Royal Golf Balls, 
$6.50 doz. 


HAMMERS AND HATCHETS.—0Or- 
ders are in good volume, particularly on 
higher quality nail hammers. Prices 
still unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Hammers.—First quailty, 10 oz. 
nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 
Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 


doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


ICE CREAM FREEZERS.—Sales are 
at the peak. Prices are unchanged. 


JOBBERS’ retype tee py» TO RE- 
TAILERS, F.O.B. CHICAGO: 

White amas re 
qt., $5.65; 3 qt., $6.75; 4 qt., $8.25: 6 
qt., $10.45; 8 qt., $13.50; 10 at., $18; 
12 qt., $21.55; 15 $25.60; 20 at., 
$32,20; 25 aqt., . List. prices. 
Dealers’ discount on White Mountain 
Freezers is 50 per cent from list. 

Arctic.—1 qt., $4; 2 qt., $4.60; 3 qt., 
$5.55: 4 at., $6.80: '6 qt., $8.60; 8 at., 
$11.10. List prices. Dealers’ dis- 
count on Arctic freezers is 50 per 
cent from list. 

nee: vex oy os qt., $3. 

$4.20; $5; $6.15; 6 at, 
370. 8 b "sib io: ry qt., 
List prices. Dealers’ discount “on 
Alaska-Grey Goose freezers is 331% 
per cent from list. 

Auto Vacuum.—1 at., $3.50; 2 qt., 
$4; 3 qt., $5; 4 qt., $6. List prices. 
Dealers’ discount on Auto Vacuum 
freezers is 33% per cent from list. 


$4.85: 2 





Acme.—2 qt., bright galvanized, 
$8 per doz. net; 2 qt., blue enameled, 
$10 per doz. net; 4 qt.. blue enameled, 
$18 per doz. net. 


LAWN MOWERS.—Current sales are 
tapering off and the active selling sea- 
son is about over. While prices have 
not been issued for next year, there is 
some indication that competitive mow- 
ers may be lower in price. No changes 


are contemplated on higher grade 
mowers. 
JOBBERS’ 


QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


16 in. ball bearing, 5 knife, 11 in. 
wheels, $12 each; 16 in. ball bearing, 
4 knife, 10% in. wheels, $9.25 each; 
16 in. ball bearing, 4 knife, 10 in. 
wheels, $7 each; 16 in. ball bearings, 
4 knife, 8 in. wheels, $6.75 each; 
16 in. plain bearings, 3 knife, 8 in. 
wheels, $5.25 each. 


NAILS, WIRE AND STAPLES.—Sell- 
ing volume keeps up well. Prices here 
remain unchanged. 


JOBBERS’ ge sie oy A sd RE- 
TAILERS, F.O.B. CHICA 
L.c.l. quantities common, wire and 
cement coated nails, small orders out 
of Chicago stock, $3.20 per keg base. 
Mill shipment price is $38.05 base, 
Carload (36.000 Ib.) base for mill 
shipment, still lower. Steel cut nails, 
$4 base. 
No. 9 black annealed wire, $3.20 per 
100 Ib.: No. 9 galvanized, plain wire, 
3.75 per 100 lb.; catch weight spool 
galvanized cattle or hog wire, $3.80 
per 100 Ib.: —_— fence staples, 
$3.55 per 100 
PAINTS AND OILS. —Demand is ex- 
cellent at unchanged prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 





Linseed Oil, Raw.—Barrel lots, 87c. 
per gal.: 5 barrel lots, 80c. per gal. 

Linseed Oil, Boiled.—Barrel lots, 
90c. per gal.; 5 barrel lots, 82c. per 
gal. 

Denatured lots, 
63c. per gal.: steel drums, extra, $6, 
returnable. 

Turpentine.—Drum lots, 73c. per 
gal., net. 

White Lead.—100 Ib. kegs, $13.50 
ewt.; 50 Ib. kegs, $13.75 tewt.; 25 Ib. 
a $13.75 cwt.; 12% Ib. kegs, $14 

wt. 

“Shellac (4 Ib. cuts).—White, $2.58 
per gal. in barrel lots; orange $2.26 


per gal in barrel lots 
English Venetian Red.—In barrels, 
54c. per lIb.: in 100-Ib. lots, 6%c. 


per Ib. 
Drv Paste.—Rarrel lots, 


PREPARED ROOFING.—Sales volume 
keeps very active, with higher prices 
named by all the manufacturers. 
JOBBERS’ age le py TO RE- 
TAILERS, F.O.B. CHICAGO 
Best grade selected posi pre- 
pared roofing, $2.35 per square; medi- 
um grade, slate surfaced, $2.15 per 
square; best grade, tale surfaced, 
$2.10 per sauare; medium grade talc 
surfaced, $1.50 per square; light 
grade tale surfaced, $1.05 per square; 
red rosin sheathing, $50 per ton. 
PRESERVING EQUIPMENT. — With 
the ripening of early fruits the de- 
mand for preserving equipment has 
started to register. Steady prices pre- 
vail. 
JOBBERS’ a ae Heyy ¢ TO RE- 
TAILERS. F.O.B. CHICAGO: 


Super-Sieve Special, $8.25 doz. 
Colander Strainer Special, $3. 60 + sl 


ROPE.—Sales have been ahead of 1928. 
No price changes. 


JOBBERS’ CUNTATIONS TO RE- 
TAILERS. F.O.B. CHICAGO: 
Best manila, SS gh brands, base, 


7c. per 


22c. ner N manila. 20c. per 
lb.: finest heel: 15c. per Ib.; No. 2 
sisal, 141%4c. per Ib. 


SASH WEIGHTS. — Sales continue 
more than normally good at unchanged 
prices. 





JOBBERS’ py hth pa I RE- 
TAILERS, F.0O.B. CHICA 


Less than carload lots, oo per ton. 
Carload lots, $36 per ton. 


SCREWS.—Sales are in good volume. 
No price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Flat bright screws, 45 per cent; 


round head blued, 40 per cent; flat 
head brass, 37% per cent; round 
head brass, 32% per cent. Larger 


orders 10 per cent less. 
SCYTHES AND SNATHS.—Sales have 
a normal status. Steady prices prevail. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Grass scythes, $15.50 up per doz.; 
weed and bush scythes, $16.00 up per 
doz.; grass snaths, $14.00 per doz.; 
bush snaths, $16.00 per doz, 


STEEL SHEETS, FLAT OR CORRU- 
GATED.—Sales volume is moderately 
active. Prices remain unchanged. The 
reduced (% of 1 per cent) cash dis- 
count offered by the sheet mills is still 
disregarded by hardware distributors. 


JOBBERS’ quot ATO TO RE- 
TAILERS, F.O.B. CHICAGO: 
24 gage galvanized sheets, $4.90 per 
100 lb.; 24 gage black sheets, $4.05 
per 100 lb. 
WHEELBARROWS.—Demand is fair. 
Prices remain firm. 


JOBBERS’ ae agistie ty & TO RE- 
TAILERS, F.O.B. CHICA 

Light steel leg, steel ar iciie. 
$3.75 each; Contractors’ barrows, 4 
cu. ft. capacity, $6 each. . 





Mayflower Circulating Heater 


Among the new products of the Com- 
stock-Castle Stove Co, Quincy, IIl., is the 
modern Economy Mayflower Circulating 
Heater. 

This new home heater resembles an ex- 
pensive tiled fireplace with the sift shad- 





ings found in natural burned tile. The 
large, convenient door is carefully con- 
cealed by a resplendent log grate design. 
The manufacturer asserts that the Econ- 
omy Mayower Heater is made of the finest 
cast and Armco iron; all bolts and joints 
are hidden; joints are air-tight so that a 
fire will easily hold overnight, and a large 
humidor furnishes fresh, moist, constantly 
changing air. The scientifically propor- 
tioned interior of the heater is said to give 
quick and ample circulation of air to all 
parts of the owner’s home, while strong 
and sturdy Duplex grates burn hard coal, 
soft coal or wood, giving ample heat at 
low cost. 
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Detail of Sturdy 
R-W laminated 
panel door, de- 
signed to over- 
come shrink- 
ing, swelling, 
splitting or 
cracking. 




































































































































































































--- automatically slides 
big garage doors 


INSIDES 


You never need to keep motorists waiting if your 






doors are Slidetite doors powered by the Aut-O-Dor 
electric operator. Several pull cords or push buttons 
can be conveniently located so you can always open and shut the 
doors instantly wherever you may be. 

Slidetite equipment with Aut-O-Dor electric operators provides 
faultless automatic garage door service, any width opening up to 30 feet. 
Smooth, quiet, speedy operation is what you want and it’s what this 


R-W equipment gives you ... Write today for catalog. 


ichards-Wilcox Mfs.(0. 


New York 





** Quality leaves 
tts imprint” 


. . . . AURORA, ILLINOIS, U.S.A. . . ~~ Chicago 
Boston Philadelphia Cleveland Cincinnati ‘Indianapolis St. Louis New Orleans Des Moines 
Minneapolis Kansas City Atlanta Los Angeles San Francisco Omaha _ Seattle Detroit 





Montreal - RICHARDS-WILCOX CANADIAN CO., LTD., LONDON, ONT. + Winnipeg 
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The Problem of Narrowing Margins Must 
Be Met With Modern Methods 


S we observe the development of 
Atte chain store systems all over 
the country and we note month 
after month the percentage increase in 
their sales over the preceding month, 
also the percentage increase of that 
month over the same month of the year 
before, we realize that a new problem 
confronts us—a problem so difficult of 
solution that now and then a hardware 
store discontinues business or sells out 
to a chain store system. The problem 
before us is that of narrowing margins. 
Naturally we wonder what the future 
holds for the independent hardware 
dealer. What can he do, if the chain 
store can retail as low as the jobber 
can wholesale? Will he be able to con- 
tinue with profit to himself or as a 
hardware dealer pass into oblivion? 
Apparently it is more than a question 
of good management, aggressiveness 
and finances. 

We are evidently approaching a pe- 
riod of intense competition. We are 
brought face to face with the necessity 
of reducing operating costs and buying 
merchandise in a lower market. 

For instance, we find ourselves try- 
ing to compete in selling a ten-cent can 
opener with a $150 clerk against an 
eight or ten dollar a week girl. Our 
$150 man probably hunts through sev- 
eral boxes before he finds this can 
opener and half the time charges it to 
an account, whereas the $10 girl in our 
competitor’s store serves the customer 
for a small part of our cost. 


Save Salaries on Table Display 
Items 


This condition, fortunately, does not 
apply to the whole hardware line, for 
we do have many lines that require the 
services of competent salesmen. But, 
like the can opener, there is a goodly 
part of our stock that lends itself ad- 
mirably to the table display method and 
right there is a good opportunity to 
effect our first saving. 

But this apparent economy is not re- 
sultant to a full degree unless these 


tables can be attended by lower priced | 


help. The average hardware store can- 
not economically employ extra help for 
these comparatively few tables. My 


solution is the addition of a houseware 
department, which is very closely re- 
lated to hardware, and which will make 





By ARTHUR R. QUACKENBUSH 


Eugene, Oregon 


it desirable and advantageous to em- 
ploy women and girls who can take care 
of both lines. The dealer can then 
draw from his hardware shelves a great 
many items which, on display tables, 
under their care, can be sold for less 
cost. 


How Lamps Sold from Table 
Display 

To help in the arrangement of this 
merchandise he will find it advisable to 
study the highly developed display 
methods of some of the chain stores. 
The display table with its glass divi- 
sions and every bin plainly priced not 
only makes service more rapid,’ there- 
by reducing costs, but will be a means 
of producing more sales. 

In August, 1927, we filled a glass 
divided display table near our front 
door with electric lamps. The next 
month, September, lamp sales from 
this table were $51, and thereafter we 
had a rather irregular monthly increase 
until last December, when sales from 
this table were $209. There was no 
sub-contract to influence these sales. 

This increase in lamp sales was 
definitely known because this merchan- 
dise was consigned stock and monthly 
returns were made. However, we have 
made general observations on other 
lines. During the recent Christmas 
trade we observed that merchandise on 
shelves, in show cases, and on shelves 
under tables, was very little noticed, 
and that sales were made mainly from 
goods plainly priced and displayed on 
tables within reach of our customers. 

This matter of increasing sales is im- 
portant, for now profits must be ob- 
tained through narrower margins on a 
larger volume of business. The hard- 
ware dealer must spread his line, get- 
ting away from the specialty shop idea 
and approaching the department store 
insofar as being able to supply a wide 
range of merchandise to his custom- 
ers. One line helps sell another, and 
thus the volume of business is in- 
creased. 

Now let us consider the buying of 
merchandise. If it is true that the 
chain store can retail as cheaply as the 
jobber can wholesale, what is the in- 
dependent dealer to do? He is com- 
peting with firms who buy their mer- 
chandise at minimum cost, who enjoy 





the reputation of selling for less, and 
who have well worked out systems of 
display and sales promotion. 

Never before has there been the num- 
ber of manufacturers wanting the 
dealer’s business as there is today, and 
never before has the dealer been look- 
ing so much to them as a source of 
supply. Carefully estimate your needs 
and contrary to much propaganda, buy 
for six months at a time when right 
price can be obtained. We must give 
more attention to buying. 

We have read much in our trade 
magazine of the jobber-dealer com- 
bination for the distribution of hard- 
ware. There is no doubt that this is 
the logical method, but the extravagant 
ways of the jobber are going far 
toward eliminating him from the pic- 
ture. His operating costs are far too 
high. He is not functioning economi- 
cally as the distributing center of the 
great chain store organization to which 
they liken us. 

The jobber has given much assistance 
to the dealers in what they call dealer 
helps. He helps the dealer in many 
ways, in his advertising and in special 
prices on the most competitive goods. 
This is all good, but to effect the chain 
store economy in the jobber-dealer 
combination he must very greatly revise 
his own method and organization. A 
loose leaf catalog placed in the hands 
of the dealers with prices based on a 
new system of doing business must 
come A price sheet sent through the 
mail advising the dealer that he is 
assembling orders on this or that is a 
most economical method. 


Let Dealers Sell Themselves 


It is true that this method would not 
support the present large jobbing or- 
ganizations and you will say that the 
dealer will not respond. I know that. 
He has never operated that way. But 
right here is the big slack that must 
be taken up if the jobber-dealer com- 
bination is to function as economically 
as the chain store system. 

I will say to the jobber the same as 
I have before said to the retailer, that 
he, himself, must reorganize. He must 
eliminate a large part of his high 
priced salesmen and install the display 
table method where the dealer sells 
himself. 
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Quick lurnover and Profit for the 
Dealer who Handles <> 
Grinding Wheel Assortment 








- : 
_<ABRISIVES> 
8 | 
GRINDING WHEELS 





This is the grinding wheel assortment that of space when displayed on your counter or 
will give you more sales and increase your case. It carries 12 high-quality Abrasive 
profit in this particular line. The various wheels with suitable bushings to fit different 
wheels are selected to meet the demand of sizes of arbors required by your customers. 


the Hardware trade. Not only is it designed This is another sales opportunity for you. 
for quick sales service, but it is also a very Ask your jobber about it or order them 
attractive display which takes up a minimum for quick delivery. 


Simonds Saw and Steel Co. 
Hardware Dept. Fitchburg, Mass. 
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Come in Small Packages 


This one is the Rixson Junior 
Double Acting Floor Check 
for Light Interior Doors 


Concentration of the power, for 
which Rixson Checks are famous, into 
minimum space was the problem. The 
“Junior” is the answer. Thus, you 
have a standard check at an attractive 
price, bound to give dependable ser- 


vice. 


Rixson Checks are made on patented 
principles that assume civilized door 
control. When released, the door 
swings surely and silently into centered 
position, without back and forth vibra- 
tion. This is the sort of hardware cus- 
tomers expect to find in your store. 


Write for full information or see 
Sweets’ Architectural Catalog 


THE OSCAR C. RIXSON COMPANY 
4450 Carroll Avenue Chicago, III. 


New York Office: 101 Park Ave. N. Y. C. 
Philadelphia 


Atlanta New Orleans LosAngeles Winnipeg 
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Builders’ Hardware 


Casement Operators & Hinges 
Concealed Transom Operators 
Adjustable Ball Hinges 
Butts, Pivots and Bolts 
Door Stays and Holders 


Overhead Door Checks 
Floor Checks, Single Acting 
Floor Checks, Double Acting 
Olive Knuckle Hinges 
Friction Hinges 











Radio Promotes Color 
in the Home 


(Continued from page 41) 


menu suggestions, for better and easier ways of doing 
housework and novel plans of entertainment. The Duco 
Decorators describe specific color schemes for rooms, 
and discuss the best method of applications and materials 
to ‘use. 

Some quite unusual stunts have been used to attract 
attention to this program. The Phillips & Quares Co. 
of Nashville, Tenn., use the radio in their store to let 
the store employees and customers present hear the talks 
and have engaged a period immediately following the 
national broadcast for themselves to make a local hook- 
up. C. L. Williams, a paint dealer in Rock Hill, S. C., 
placed a loud speaker on a building so that most of the 
town could hear the talk. At Irvington, N. J., a dealer 
say nine women bought materials to paint a bedroom 
in jade green, ‘following a talk on this subject. 

The fact that these talks form a special appeal to 
women brings up the point that women are a very great 
factor in paint selling. This is, probably, one of those 
changes that have come into American home life during 
the last generation and which makes for the increased 
volume especially in small-package paints. 

Men are and have been the paint economists. The 
man will think about the economy of paint to preserve 
the building and will inquire of the dealer as to the life 
of the paint that he is buying, but it is the woman who 
decides on the color and who will not be satisfied with an 
ordinary job. 

It is the woman who has been directly affected by the 
color in the home wave and she is the member of the 
family who is buying the small cans and changing the 
appearance of the interior. woodwork and furniture. It 
is the woman who will spray the wicker furniture for the 
porch and who will paint the arbors (or order the man 
to paint them) and will see by the contrast so estab- 
lished that the house must be painted at once. 

It’ is the woman who builds a friendliness in the home 
for the line of paint that you sell to her for these small 
uses, and if she is satisfied with your paint (which means 
that you have advised her correctly as to using it), she 
will urge that the same brand of paint be used for the 
larger jobs. 

And as a final suggestion: Is the front of your store 
so decorated and will your displays attract women? 

Tuning in on broadcasting talks with the store radio 
is a point that is much discussed these days. The dif- 
ference in opinion is in whether it is practically a loss 
of time for salespeople to hear the talks that the cus- 
tomers are hearing, or whether it is worth the time for 
the salespeople to be posted on what women are hearing 
and which may be guiding their thinking in purchases 
of decorative and work equipment for the home. 

This is a point that the merchant must settle for him- 
self. If there are many of his women customers who are 
listening in and are likely to buy along the line of sug- 
gestions, and the merchant has the right kind of sales- 
people, it would seem that having them listen to the same 
sales talk that the customer listens to, is well worth while. 
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Carefully Planned Paint 
Campaign Wins 


(Continued from page 47) 


We featured Speed Enamel and varnishes for immedi- 
ate results. In order to get good application, we offered 
a brush with each new customer’s purchase, the brush 
being graded according to the size of the can of paint. 
This offer provided one check on results. In the early 
days of the campaign, we gave away more than 100 
brushes. 

After the opening effort with the two windows, we 
dropped to one paint window display and will continue 
that for some time to come. 

We did not really expect an immediate sale of paint 
to follow this effort but the enamel and varnish jumped 
into immediate demand and are continuing. As I write 
this, there is a woman in the store buying enamel for a 
chair and telling what excellent results she got from the 
can that she bought on the brush offer. 

A manufacturer offered to carry on a direct mail cam- 
paign with a list that we would supply. We made up a 
carefully selected list and timed this mailing to come as 
a follow up after our big effort in the store. An offer 
of a half-pint can of paint was made to each of the 
people on this list if they would bring the letter to our 
store. These letters are just coming in as I write this 
and we are keeping the returned letters to check against 
the list supplied to the manufacturer. So far we have 
found the persons who present these letters quite willing 
to listen to our selling talk on this line of paint. Of 
course, we had planned the talk we would make to these 
people as, in the main, we knew our objective in placing 
the names on the list. 

We cannot tell at this time whether or not this cam- 
paign will be the success we had hoped and planned for. 
That question will not be answered until the summer 
painting season is over. But the immediate results are 
very satisfactory—in fact, above our expectations. If 
the interest that we have aroused in the lines of paint we 
sell holds for the big painting jobs of the season, we have 
won. But even if we do not get all of the later sales we 
hope to get, we have fared very well. The great interest 
in quick drying paints has really been a surprise to us 
and we think we have started something there that will 
last. 

The 100 brushes indicate at least 100 minimum sales. 
We did not keep a separate account of how much paint 
each of these bought, but we know that a good many of 
these customers bought more than one can. 


What They Say About Us 


I’d feel lost without the HARDWARE AGE. 
(Signed) J. M. Owen, 
Duluth, Minn. 


I have been following your show card lessons in 
Harpwake AGE and found them very interesting. 
(Signed) 


J. ANTONIO CAGNON, 
Lowell, Mass. 
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Color 
in 
Fvery 
Kitchen 


Yellow 
White 











The aromatic oil 
covered particles of 
finely ground coffee 
make ihe best beverage 
when freshly groun 











The oil of the bean makes the real good coffee. 
When the bean is ground, the little oil valves are 
broken. If the coffee is used immediately after 
grinding, the oil will make a far more delicately 
flavored coffee than coffee that has been ground 
for days, weeks, and months. 


Every dealer should know these facts; he should 
see that his customers learn the value of freshly 
ground coffee. Arcade Coffee Mills are made to 
look well in every kitchen. They are attractive, 


clean, easy to operate and economical. 
HARDWARE 


ARCADE =""rayvs 


Write us for Catalog—Ask your Jobber for Prices 


ARCADE MANUFACTURING COMPANY 
FREEPORT, ILLINOIS 


OC) 


c 























76 


HARDWARE AGE for JULY 25, 1929 








OW 


More Than 
Ever Before 


it is essential that you 
study your Market Re- 
port carefully and con- 
sistently. Every im- 
portant price change in 
the trade is recorded in 
these columns weekly. 


The MARKET RE- 
PORTS as found in 
HARDWARE AGE are 
the most authentic pub- 
lished. 


Use them as a buying 
guide. 











Speed Up 
the 
Wheels of 
Industry 


Write to your job- 
ber today for any of 
the merchandise ad- 
vertised in these 
pages. Don’t wait 
for the jobber’s 


salesman. You may 


forget. 

















Remington’s New Dog Poster 


An attractive hanger or poster, featuring 


man’s best friend—the dog—has recently 
| been produced by Remington Arms Co., 


Inc., 25 Broadway, New York, N. Y. 
On it is shown the well-known address 


PRU TE 


in defense and in praise of dogs, deliv- 


ered in 1870 by Senator George G. Vest. 
This is a rare and enduring piece of litera- 
ture, considered to 
tributes ever paid to the dog. 

Lynn Bogue Hunt, well-known sports- 
man and artist, painted this hanger, which 


| is available on request to the company’s 


advertising departinent, 29 Warren St., 


New York, N. Y. 


A New Type Hanson Scale 

A bathrocm or health scale of unique 
construction and extreme accuracy has 
been brought out by Hanson Scale Co., 











523 North Ada Street, Chicago, Ill. The 
dial of this scale is elevated to a height 
of 31% in. from the floor and mounted on 
a pedestal of graceful design. The plat- 
form is of full size and is covered with 
rubber matting; a brass platform can be 
supplied if desired. In order to keep the 
scale always steady and level, three ad- 








be one of the finest 








justable brass buttons are furnished which 
make up any floor irregularities. The scale 
can be secured in white, jade green or olive 
green. 

This scale is particularly adapted for 
those whose eyesight is poor and have diffi- 
culty in seeing their weight on a floor type 
of scale. It is also useful in schools, phy- 
sician’s office or clubs. 





Portable Steel Displayers 


A line of portable display stands built 
on scientific engineering principles for the 
effective display of merchandise has been 
placed before the trade by Narragansett 
Machine Co., Providence, R. I. 

The stands are made of steel and attrac- 
tively finished in olive green, pearl gray, 





mahogany and walnut shades. They are 
mounted on substantial roller bearing cas- 
ters to facilitate moving around the store. 

A feature of the Narragansett display 
stand is the ease of removing the top shelf 
and supports when a lower height is de- 


sired. Neat crimped edges on the shelves 
make for easy cleaning. The stands are 
made in three sizes. 





Improved Primo Bottle Cap 


Atlas Tack Corp., Fairhaven, Mass., has 
acquired and is now manufacturing the 
Primo bottle cap. Several features have 
been added to this product, making it great- 
ly improved for all types of bottling 

The pressure of the capping machine 
when using the Primo cap is completely 





| absorbed by its patented central projection, 


relieving the entire pressure from around 
the top of the cap. This prevents chipping 
the bottle rim. The manufacturer states 
that the Primo cap has eight times greater 
sealing surface than have other similar 
caps. 

Gas cannot escape from the Primo cap 
due to a positive double seal. The cap is 
lacquered, both inside and out, before cork 
liner is inserted. 
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The Kant Link Lock Washer 


| 


A tangle and link-proof lock washer is | 


marketed by The Reliance Mfg. Co., Mas- 
sillon, Ohio. 
Realizing that tangled lock washers hin- 


der quick work, the company designed the | 


Kant Link lock washer, which has its ends 





cut at an angle. This method of manu- 
facture makes it impossible to link or 
tangle a group of Kant Link lock washers. 
The angle-cut ends gouge into the metal 
and make a very tight grip. 

In addition, the Kant Link lock washer 
is Parkerized to prevent rust and corrosion. 
It can be furnished in all standard sections. 

The Mansfield Lock Washer Co., Mans- 
field, Ohio, and four other companies are 
iicensed to make this new and improved 
lock washer. 

More than 80 per cent of the output of 
The Reliance Mfg. Co. and of The Mans- 
field Lock Washer Co. in Mansfield, Ohio, 
is in the Kant Link lock washer. In addi- 
tion to the above companies, there are four 
others licensed to make this new and im- 
proved product. 

The manufacturer has stated that the 
advantages of money saving and speeding- 
up production are so obvious that during 
the past few months many large automo- 
bile manufacturers have standardized on 
the Kant Link washer. 

The Reliance Mfg. Co. maintains large 
stocks in Detroit, New York, Hamilton, 
Ont., and direct branches in New York, 
Cleveland, Detroit, Chicago, St. Louis and 
San Francisco. 





A New Useful Heating Unit 


American Gas Machine Co., Inc., Albert 
Lea, Minn., is offering to the trade the new 
No. 135 Heating Unit. This product has 
been designed and manufactured in ac- 








cordance with a number of requests for 
a heater suitable for heating water in 
creameries and for heating water for steril- 
izing equipment of all kinds used in con- 
nection with the dairy industry. 

The heater can also be used in bakeries, 
candy kitchens and small restaurants. It 
is strongly constructed, well finished and 
built for a long, useful service. 











“Ay Ns 
BLE Ae 


Gilbert 





Gilbert’s No. 4614 


Popular base alarm with heavily nickel plated case 
and reliable 40-hour movement. Also finished in 
the following colors: Red, Green, Blue and Yellow. 


Write for prices on Gilbert's Complete Line of Base Alarms. 


WILLIAM L. GILBERT CLOCK CO. 


Chicago Office Main Office: New York Office 
10 S. Wabash Ave. Winsted, Conn. 200 5th Ave. 














They can’t Fish 
They can’t Golf 
But they CAN. PAINT! 


With fish hiding behind the 
“closed season” law, and golf 
greens withered or snow covered, 
there’s a lot of masculine energy 
going to waste these winter days. 
You can’t choose a more oppor- 








yy oo ye tune time to urge the painting 


need for floors, woodwork, walls, 





linoleum—anything in the inte- 
rior of the house. Capitalize this 
opportunity with well calculated 
displays. Put these “house- 
bound” men to work and— 


Your Winter 


B OOS t Paint Sales. 
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THE DOLLAR 

ICE CREAM FREEZER 

ACME Ailil-Metal Freezers, with their pleas- 
ing blend of blue and white color, look at- 
tractive both in the home and in the store. 
Goods well displayed are half sold. : 

Retail at: 2-qt. Bright Galvan- 

ized, $1; 2-qt. and 4-qt. Enam- 
eled or Galvanized, $1.25 and 
$2.25; pint ACME Jr., 60c. 













FREEZER 
1140 BROADWAY, NEW YORK.NY 


~ BUY FROM YOUR JOBBER 








Not a KICK in a Million 


When a farmer or dairyman attaches Reichert’s 
No-Kick Cow Hobble all kicking and tail switching 
is ended. Milking is a pleasure. 

This HUMANE device can’t cut, 
chafe or injure the cow. No kinks 
or tangles. Retails readily at 75 
cents per set. Good profit. Sat- 
isfaction guaranteed. 
Order from your Jobber. If he cannot 

supply you, we will quote direct. 





Imperial Bit & Snap Company 
1400 Clark St. Racine, Wis. 











Means Easy Sales 


KNOWN QUALITY Satisfied Customers 
SHARK BRAND CHISELS 


Manufactured by E. A. Berg 
Mfg. Co., Ltd., Eskilstuna, 
Sweden. 


Butt Beveled edge. 
Regular Beveled 
edge. 

Socket 
Chisels. 












are made from 
the finest Swedish 
charcoal steel, sturdy 
and well made and 
craftsmen and lovers of 
good tools appreciate their 
known quality. 
Because of their reputation as de- 
pendable tools, they sell with little 
effort, which means sure profits to you. 
We carry a full line of 
SWEDISH Made TOOLS and HARDWARE 
Order from your jobber today, or write 


SCANDINAVIAN WESTERN IMPORTING > Ltd. 
107-109 Lafayette St., New York, N. 
Minneapolis, Minn. Seattle, Wash. Montreal, Phaig 











4 
un 


ae 











| all driven. 
| in which we live. 


| doing business is eating up all the profit. 


Calling on the Trade 


(Continued from page 51) 


would return home more than content with their lot in 
the good old American state of Tennessee. 

Let us suppose, for instance, that there should be a 
great increase in manufacturing in the state of Tennes- 
see. What would happen? The colored people would 
naturally go to work in these factories. Both the cost of 
living and the cost of labor would advance, and while 
practically everybody might handle more money, what 
would they gain by this? Their money would buy less. 
I mean that the money of both the employer and the 
employee would buy less. Labor, rents and food would 
all advance, and at the end of the year, the native 
Tennesseean would not be as well off as he is at present. 

As Einstein has demonstrated, we live in a world of 
relativity. All of us who attempt to think clearly must 
think of the relation of one thing to another. If my dol- 
lar here in New York only buys as much as fifty cents 
would in Tennessee, then the man in Tennessee can af- 
ford to work at half the salary I do, or if he gets the 
same salary I do, his salary in buying power is double 
the amount of mine. 

In Tennessee people live so close to their work that 
they do not waste hours every day coming and going. 
These hours are saved. It gives them more time. As a 
result, in the state of Tennessee, they have that thing 
which is almost unknown in great industrial centers. 
They have leisure. They can stop and talk. Here in 
New York, it is said, most inhabitants were born twenty 
minutes behind time and therefore are devoting the rest 
of their lives trying catch up. In other words, we are 
This driving is the result of the environment 


The dwellers in large cities are waking up. They are 
realizing that life in a large city, even with all of its un- 
natural attractions, is not satisfactory. That is why in 
this country today there is such a tremendous movement 
back to the country. That is why city merchants are at 


| last waking up to the fact, as is clearly set forth in the 


reports of the National Retail Hardware Convention at 
Oklahoma City, that in the large cities the expense of 
The large city 
merchant is working for his landlord, paying wages to 
salesmen and employees beyond their capacity to earn. 
He finds that he is not making money. 

These same reports show that the best profits in the 
hardware business and in other lines of business are be- 
ing made in the medium sized and smaller cities, that so 
far have escaped the disadvantages of the high rents, 
the high taxes and the high wages, without the compen- 
sating profits which exist in the smaller cities. 

In Nashville, I also had the pleasure of calling on 
Buford Brothers, Inc., H. G. Lipscomb & Company and 
McWhorter, Weaver & Company. All of these are old 
well-established business houses. I also remember these 
concerns being in business when I was a stock clerk in 
the hardware business many, many years ago. It was a 
great pleasure to meet these gentlemen and look over 
their establishments. 
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Coldwell Lawn Mower Co. 


Sponsors Sea Scout Ship 
“Constitution ['V” 


SEA SCOUT SHIP, known as “Constitution IV,” 
A has been organized and is now sponsored by Cold- 
well Lawn Mower Co. of Newburgh, N. Y. 

The activities of this organization have attracted con- 
siderable attention throughout the country, due to the 
efficient and successful work carried out by the members. 
Sea Scouting is an activity affiliated with the Boy 
Scouts of America. It provides an outlet for the energies 





of the “older” boy, who has faithfully served in a Boy 
Scout troop and desires to continue Scouting activities. 

The “Constitution IV” is administered by a Ship Com- 
mittee, composed of executives in the Coldwell organiza- 
tion. Meeting rooms, office equipment, charts, instru- 
ments, a boat and docking space were furnished by the 
company in order that the program of activity might be 
carried out to a successful completion. 

The boys have learned to row and sail, to patrol bath- 
ing beaches as life guards and to take over duties on 
shipboard. 

During the recent nineteenth annual meeting of the 
Boy Scouts of America at the Commodore Hotel in New 
York City the “Constitution IV” arranged the exhibit 
which can be seen in the photograph reproduced here- 
with. Boys of the organization were on duty throughout 
the meeting and gave exhibitions of their skill and handi- 
work. 


Enjoys Hardware Age 


“T represent one of the big hardware jobbers and I 
get a lot of good information out of the HARnDWARE 
I especially enjoy M. Norvell’s articles.” 

L. C. BRANCH, 
West Palm Beach, Fla. 


AGE. 
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Beautiful 
Art Colors 











Heavy Metal | 
Handle 

















Rustproof 
Bronze Spring 




















Best Tempered 
Steel 














Handle 
Slides to Here 
Springs Back. 


MANUFACTURERS! 

















This is the ideal article for an established manufacturer, selling 
the hardware and house-furnishing trade, to round out his line. 
Exclusive rights to manufacture and sell the ARC-PICK—the 
beautiful, useful and economical new pick that saves ice, time 


and energy—are for sale. They may be obtained outright or on 
a royalty basis. We would like to hear from you. 
Write to 


The Automotive Royalties Corp., Ine. 
305-311 East 46th St., New York City 


REG Re 
Only FAIRMOUNT Quality 


Satisfies the Automotive Mechanic 


Hand tools which survive the gruelling service exacted 
from them by the average auto mechanic can be expected 
to serve satisfactorily in all other kinds of work. 

So, when you offer 
Fairmount Drop 
Forged Tools, you 
have the assurance 
that you are sup- 
plying the highest 
quality hand tools 
obtainable—for 
only Fairmount 
quality satisfies 
the automotive me- 
chanic. 

Start getting this 
highly profitable 
hand tool business 
by displaying Fair- 
mount Triple ‘‘A’”’ 
Chisels and 
Punches. Number 
615 Display Unit 
shown here con- 
tains a popular as- 
sortment of chisels 
and punches, whose 
resale value is 
$18.85..Dealer’s 
discount is 3314 %. 
Order from your 
Jobber. 
The 











Hardware 
Merchant Is The 
Logical Supplier of 
Hand Tools Used 
in Shops Providing 
Top-Notch Auto- 
motive Service. 


FAIRFOUNT! 


GIVE SERVICE AND SATISFACTION 





1061! QUINCY AVE. CLEVELAND, OHIO 


| TOOL € FORGING Co. 
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Hef of the 


Little yarns that others have laughed 
over culled from various sources. As a 
contemporary puts it: 
have been copied, the rest will be.” 





aid 


“Some of them 











“Why, said the minister 


Johnny,” 


who was walking by as the little boy | 
“don’t you know it’s | 


swearing, 
wrong to swear? It makes cold chills 
run down my back when I hear you 
use those words.” 

“Gee whiz,” spoke up little Johnny, 
“if you’d heard dad yesterday when he 


was 


hit his finger with a hammer you'd | 


have froze to death.” 





“Don’t you think, Doctor, you rather 
overcharged when Johnny had 
measles ?” 

“You must remember, Mrs. Brown, 
that includés twenty-two visiis.” 

“Yes, but you forget he infected the 


1499 


whole schoo!! 





“Do the children understand the bed- 
time stories ?” 

“T dunno. Last night my little girl 
went to sleep very nicely on a hash 
recipe.” 





Grocer: It’s no use suing you. Here’s 
a receipt for what you owe. We'll 
call it paid:” 

Deadbeat : “Fine !” 

Grocer: “Well, what are you waiting 
for?” 

Deadbeat: “Isn’t it er-er-customary to 
give a fellow a cigar when he settles 
his account?” 





Father: “I'm sorry to have to whip 
you, my son, for, as I have told you be- 
fore, it ~pains me more than it does 
you.” 

Johnny: “I know that, pa, and it’s 
only because I know it pains you that 
Poy 

Even the grave civil service commis- 
sioners could not resist being amused at 
an answer given at a recent examina- 


tion. The question was: “Give for 


any one year the number of bales of 
cotton from the United States.” 
The applicant wrote: “1491. 


None.” 





Barber: “Haven't I shaved you be- | 


fore, sir?” 


France.” 





Mrs. Newlywed: “Are you sure these 
| seeds will grow into big, strong trees ?” 
Merchant: “Madam, I will guarantee 
them.” 
Mrs. Newlywed: “Well, in that case, 
I'll take a hammock as well.” 





the | 
Colored Rookie: “I’d like to have a | 


| 

| new pair of shoes, suh.” 
Sergeant: “Are your 

| out ?” 

| C. R.: “Worn out! Man, the bottom 

| 


shoes worn 


mah shoes am so thin that ef I 
| should step on a dime I could tell 
whether it was heads or tails.” 


of 


Young man collecting Time Sheets. 


“Have you got a pink slip?” 


personal with me, young man.” 


Jones (venturing out for the first 
time in his new car)—‘“Don’t talk for 


graph pole coming.” 


Meat Cutter (to haberdasher): “I’d 
like a suit of underwear.” 

Haberdasher : “Union ?” 

Meat Cutter: “Sure. Butchers’ Local 
No. 233. Must I show my card?” 





A Belgian student was relating his 
experience in studying the English lan- 
guage. “When I discovered that if I 
was quick I was fast,” he said, “and 
that if I was tied I was fast, if I spent 
too freely I was fast, and that not to 
eat was to fast, I was discouraged. But 
when I came across the sentence, ‘The 
first one won one one-dollar prize’, I 
gave up trying to learn English !” 





Customer : ‘““No,—I got those scars in | 


Modest young lady: “Don’t get so 


a few minutes, my dear; here is a tele- 


Two men left a banquet together; 
| they had dined exceptionally well. 

“When you get home,” said one, “if 
you don’t want to disturb your family, 
undress at the foot of the stairs, fold 
your clothes neatly, and creep up to 
your room.” 

They met the next day at lunch. 

“How did you get on?” asked the 
adviser. 

“Rottenly,” replied the other; “I took 
off all my clothes at the foot of the 
| stairs, as you told me, and folded them 
| neatly. I didn’t make a sound. But 
| when I reached the top of the stairs— 
| it was the elevated station. 
| 





A Scotsman was discovered wander- 
ing around Detroit with a pair of 
rumpled trousers over his arms. 

“Can I help you in any way?” asked 
|a kindly citizen. 
| “Man,” replied the Scot, who was 
evidently a newcomer, “I’m looking for 
the Detroit Free Press.” 


Browne: “Did you give your wife 
that little lecture on economy you talk- 
| ed about ?” 

Baker: “Yes.” 
“Any result ?” 
“Yes—I’ve got to give up smoking.” 


| “They say if there’s anything in a 
| man, travel will bring it out.” 

“You tell ’em! I found that out my 
first day at sea.” 


“Sometimes,” confided Mrs. Longwed 
|to her intimate friend, “I think my 
husband is the patientest, gentlest, best 
natured soul that ever lived, and some- 
times I think it’s just laziness.” 


Nothing irks a genuine college boy 
any more than shaking out the envelope 
from home and finding nothing but 
news and love. 
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AY 


AND-FORGED X 


Send for This NEW Catalog 


It lists 

4 and de- 

bs scribes 

cs the fa- 

4 fi 0 -4-S 

{2 hand - 


forged heat 
treated 
-/ of usual and 
F./ unusual tools 


line 


for Mechan- 
‘ | ics, Carpen- 
| ’, ters, Plumb- 
3 ers, Steamfit- 
ie 4 pain 
: ters, Tinners, 





i prick 
_' Plastere 


Tools with a reputation for Service and . 


PLOMB TOOL COMPANY 
2209 Santa Fe Ave., Los Angeles 
1146 West Lake Street, Chicago 

43-06 36th St., Long Island City, N. Y. 


layers, 
FS, Cte: 


Sales 


Immediate Delivery from Warehouse Stocks 








Xx XXX X X 


The Value of X 


Just to remind you that 
INDIANA Shovels are X-tra 
Quality. 

The 


known—the product of our 


steel is the toughest 


own mills—the same steel 
used by nationally known im- 


plement manufacturers. 


The handles are the best ash 
Result: 


sales and: extra profits. 


obtainable. extra 


Ask your jobber. 


XXX X X X 


The Indiana Rolling Mill Co. 


New Castle, Indiana 
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Superior Brand 
Hardware Cloth 
has gained a repu- 
tation for quality 
because every roll 
is made from 
standard size 
smooth round 
wires. carefully 
woven and there- 
fore free from 
bags or bulges, 
and with straight 
selvage. Heavily 
galvanized. 






































G. F. Wright 
Steel & Wire Co. 


Worcester 
Mass. 






































A new 
each 
a heavy 
pressure. 


process, 
nail-head—top, 
layer of pure 


bottom 
lead, 


stays on! 


50% to 60% 


and 


circumference 


More Nails to the Keg 
At No Greater Cost to You 


Lead Heads Are Cold-Pressed, 
Not Cast, onto the Nails. 


exclusive with us, surrounds 
with 
pressed—under 6000 Ibs. 
Makes a neat compact, head—and the lead 


COMPRE Sse, 





LEAD) ISHEAD 
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You get 9000 nails to the 100 lb. keg of Dickson's, 1% in. size, 
against 5600 of the cast-head style. 


That means more 
kegs of the clumsy 
mechanic 


every 


Dickson Nails in 


who uses ‘‘Dickson’s’’ 


because they drive easier and make a neater, tighter job. 


Furnished in Bright or Hot-Galvanized Styles—1%4, 1 
Packed 100 Ibs. 















2% in. sizes. 
gross weight about 106 Ibs. 


Order from your Jobber, 


and 


Dickson’s Compressed Lead head nails. 


Send for circular. 


Dickson Weatherproof 
Nail Co. 
1013 Church St. 


Evanston, III. 


than in 
the same price. 
some back for 
%, 
to the keg— 
insist on 


Other sizes in proportion. 
two kegs 
cast-head styles—at 
will 


three 


And 
more, 


2 and 
Compa 


Si, 


“leg 
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THE ELASTIC TIP COMPANY 


MANUFACTURERS OF 


@ | RUBBER GOODS AND SPECIALTIES 2 


SEND FOR ILLUSTRATED CATALOGUE OF OUR COMPLETE LINE OF 


FAST SELLING TIPS FOR ALL PURPOSES 
When we grown-ups stop to read the 


HEART OF A BOY 


we find it filled with emotions and enthus- 
iasms. No wonder that boys by the thousands 
are thrilling to the exciting SPEED-POWER 
of DORFAN TRAINS. 


THE DORFAN COMPANY, NEWARK, N. J. 


DORFAN 


ELECTRIC TRAINS 
































































THE WOOD SHOVEL & TOOL CO., PIQUA, O. 














Refrigerator and Builders’ = VOCS > 


Stainless Kitchen Tools 
Hardware fitted with stainless shanks 


Our 
Chicago Office and Warehouse —a 


A broad assortment— 
231 West Lake Street Spatulas, cake turners, spoons, ladles, forks, 
Is Now Ready to Serve You With paring knives, etc. a 


Better Hardware in Brass and Bronze Highest quality, and finish. Furnished in standard colors. 
Write for illustrated catalog and prices. 











Sales representatives: 
Greene Tweed Corp. JOHN H. GRAHAM & CO., Inc. 
Cc 0 9 Liberty St. Nowak, N. J. Cc 0 113 Chambers can ragga Xe i 
Reg. U. 8. Pat. Off. Reg. U. 8. Pat. Off. THE mB. S- > GQ. ew friaven, Lonn. 











» SOLDI DERA i YERS nne’ 


tare |All TORE LADDERS 
in Paste Form— v .) ’ MODERNIZE STORE METHODS 


0) 
-_" Packed i in : To provide etequate prone ae Lo ae ed 
| Collapsible | € make It, sesossible and convenlent, far clerks ped ste, mee 


ey, Be wholesale or retail trade—install one or more 


MYERS NOISELESS CUSHION TIRE STORE LADDERS. 
Greatest Soldering Convenience Deep tread steps, full length hand grips, rubber tires, over- 


Ever Invented. i head track system, firm construction throughout, eliminate vibra- 

















Every Electrical Connection ) — rvenienee and eMicieney. none. style von niyeneat et 
SOLDERALL. Needs~ |i age gp A gg 2 ng ye 
mE FE. MYERS & BRO.CO. 


ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 
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Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 


lines handled by the Hardware Wholesalers. 


For example, on pages 7 to 79 it indicates by the key 
number 40 which hardware wholesalers handle paints 
and varnishes. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail] hardware trade of the U. S.; and they 
too handle the products just mentioned. 


CONTENTS OF VERIFIED LIST 


Wholesale Hardware Houses in U. S., Canada and Foreign. 

Retail Hardware Stores in U. S., Canada and Foreign. 

Chain Hardware Stores in United States and Canada. 

5, 10, 25c. to $1.00 Syndicate Stores carrying hardware. 

Department Stores carrying hardware and housefurnishings. 

Manufacturers’ Agents in U. S., Canada and Foreign. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Sporting Goods Distributors. 

Mail Order Houses handling hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Distributors. 

Radio Apparatus and Parts Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 
Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work and 
also a helpful guide for salesmen's calls. Every manufac- 
turer's sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
current edition. 


It really is 16 directories in one. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 




















SHOW HIM— 


This 25% lighter finishing trowel and you 
will win the mechanic’s trade. He will like the 
balance—the hang—the “‘feel’’—and the qual- 
ity will bring him back. Furnished with either 
Marshalltown or California Pattern Handles. 
Ask your jobber or write for catalog. 


MARSHALLTOWN TROWEL CO. 
MARSHALLTOWN, IOWA 





NOELTING 


{ Canadian Factory: Stratford, Ontario 














HARDWARE AGE for JULY 25, 1929 


84 

















It is easier and more 
profitable to sell them 
what they want. 


Judging from our volume 
of business they want 


Single and Double Barrel Shot Guns, “Hammer the 


Hammer” Revolvers, and the new Iver Johnson 
Safety Rifle. 


Iver Johnson’s Arms & Cycle Works 
Fitchburg, Mass. 
Chicago 
108 W. Lake St. 


QUALITY] 





New York 
151 Chambers St. 


San Francisco 
717 Market St. 





Style N 


CAROLUS CUTTERS 


The Style N is the regular Bolt Cutter with the 
Cut, and also the Nut Splitter, making a 3 in ‘l 
can also obtain Carolus Cutters in Style A, Strai Cut; also 
Style B, Straight and End Cut. Steel Plates hold Jaws = 
Made in SIX SIZES and THREE STYLES. Why not Buy 
the Best Time-Saving Tools? 

If your Jobber cannot supply you, write us direct for 
Literature and Prices. 


CAROLUS MFG. CO. Sterling, Tl. 
Sales Representatives—Surpless, Dunn & Co. 
NEW YORK, CHICAGO 














POULTRY SUPPLIES 





Moe’s Line is considered The Standard Line of Modern Poultry 
Equipment. Sold wherever poultry is raised, and a satisfactory, 
profitable line to sell. 

Our Catalog and Prices, will interest you 


HOEFT & CO., Inc. 
2305 Davis St. — North Chicago, IIl. 


























Display this 
in your 
window 
with a 

price card- Priced 


for volume sales 
oy Yew 


Starrett 
No. 101C 
Leveling 
Instrument 


Popularly 


The symbol of quality 
in chain 


There is an ACCO Chain for 
every industrial, farm and home 
purpose—in bulk or made into 
specialties. Concentrate on this 
profitable quality line. Made by 
the world’s largest manufacturer 
of welded and weldless chain. 


MERICAN CHAIN COMPANY, Ine. 
as Bridgeport, Connecticut 





| Improved “Barnes”? Type Pipe Cutter 


from the 


ARMSTRONG BROS. 


Line of Better Pipe Tools 














This 3-wheel Barnes type is especially 
adapted to work where the cut- 
ter cannot be revolved en- 
tirely around the 
pipe. 


Bodies of Certified Malle- 
able Iron—Pins of carefully 
hardened tool steel. Wheels 
of special Alloy Tool Steel 
—Improved Knife Blade 
Design — Cut faster, last 
longer. 





Write for ARMSTRONG BROS. TOOL CO. 
Catalog “The Tool Holder People” 
P-10 Chicago, U. S. A. 


314 N. Francisco Ave. 








BEMIS & CALL 


AND 


COES WRENCHES 


The famous “Coes” wrenches are now a product of 
the Bemis & Call Co. 





BEMIS & CALL CO. 


SPRINGFIELD . . - MASS., U. S. A. 











Known and Trusted 
for their unfailing 
accuracy— 

IBS 


BROWN & SHARPE 
¥ Mele) A 





‘“‘World's Standard of Accuracy” 
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Genuine 
Oswego 
Stillson 
Wrenches 


HESE wrenches are 

of extra strong con- 
struction particularly at the 
; bearing points between frame 
and jaws. Deep milled jaws give strong 
grip. Guaranty Tag attached to each 
wrench. 


The OSWEGO TOOL COMPANY, Oswego,N.Y. 






























crew Jacks 


Sell on Sight! 


Their Visible Screw, Stability, 
Workmanship & Duco Coloring 
m plex Lever Jacks, 


Create Sales Appeal .. 


Templeton, Kenly & Co. and Trench Brnede 


EST. 
Reseler corp have been famous 


Chicago, Ill.,U.S.A. for Years 

















Or 
CONSTRUCTION 


Every man who sees this wonderful nail-holding hammer the new SNELL Construction Bit 


wants one. Every Cheney Curved Claw Hammer of 16 oz. 33 stiffer, stronger, tougher 
and up is a NAILER carrying the nail-holder at no extra Built to withstand the everlasting drive of power 
cost. The Cheney NAILER is offered to the hardware 3 drilling—Snell Bits stand the gait—snell designing 


trade exclusively. Your jobber can supply you. en Or rite today for catalog. 











SNELL MANUFACTURING COMPANY 
FISKDALE, MASS. 
Sales Representatives: John H. Graham & Co. 
ers St. York City 
































Allith 


ROLLING LADDERS 
like Allith hangers—are always C IN 
on the track. They speed up sales 


by reducing the time needed for 
each sale. They are attractive, 
durable, roll quietly and run free- 
ly. Your post card will bring 


prices and information by first THE CORBIN SCREW CORPORATION 


mail. The American Hardware Cérp., Successor 


ALLITH-PROUTY COMPANY NEW BRITAIN, CONN. 


ANVILLE Warehouses—New York, Chicago, Philadelphis 
= waanaee Western Factory—Dayton, Ohie 




















Give YOUR 


store a chance! 


All your store needs is a fighting 
chance to make good. Put in a 
set of Heller Merchandising tables 
—and display small wares. There’s 
where the real profit is. Merchan- 
dising small wares means rapid turnover—and above all, cash busi- 
ness: no bad accounts or slow collections. Display these small wares 
SASH ( ¥@) 29D, on Heller Merchandising Tables. The tables will pay for them- 

selves. Even though you have not made much money in the past 
vou can afford to instail these Heller business-building tables. Write 


SAMSON SPOT, PHOENIX and SACHEM brands a a oe a Cee Pe 


each the standard of quality for its particular use. : 
Business Store 
‘There IS a Difference in Sash Cord’”’ Building Equipment 
OTHER BRAIDED CORDS * COTTON TWINES get full information on W. C. Heller & Company 


Batles tables, simply tear out 700 B t St Montpeli Ohio 
_ ? . ; 2 i ryan ., Montpelier, 
Send for catalogue, samples and selling information thts at ee ouin or pin New York Office, 20 Vesey St., 
to your letterhead, and mail. Suite 500 72A 


SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 
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Classified Opportunities 





Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 














Classified Advertising Rates BOXED DISPLAY RATES Positions Wanted Advertisements 
: . ee a ee $8.00 50% off rates quoted 
Oppertunity Exchange Section 5 oon 
Each additional init. Ser seeee 400 Afdeens pour ebvertinmedte ent lies 
o- one. ere of 5S lines.. heer 4 tunities, "280" West Raaeaet ,ODRe- 
ae j . . es nities, 
All Capitals, Mini aie Discounts for Classified Advertising ork 
Each additional line............ 40 4 insertions, 10% off; 8 insertions, 15% Harpware Acp is published each Thursday. 
Average 10 words to a line of Forms close Nine Days previous to date ef 
Allew One Line for Keyed Address Remittance Must Accompany Order publication. 





Samples of merchandise, literature, —- tee 





ing more * saa Satu outed reforwarding pestage should not 
to box numbers. 





BUSINESS OPPORTUNITIES 


POSITIONS WANTED 











FOR SALE 
15 BBL. 134 Common Sense Pulleys 


No reasonable offer refused. 


Address J. W. CLEVELAND HARDWARE CO. 
PATERSON, N. J. 

















PARTNER WANTED—In one of largest Hardware and Tool business 
which has been established over 50 years in Newark, New Jersey. Partner 
retiring on account of other business. Address Opportunity, Box 1-446. 
care of Harpware Ace, New York City. 


HELP WANTED 


WANTED—High Class Sales Executive, to take full charge of sales 
for an entirely new and much needed line of electric driven machines. 
Must have the ability to handle a million dollars worth of business in a 
ear, and must be able to finance the sales. The profits are large. Address 
ox 613, Greenfield, Mass. 











CATALOGUE COMPILER—Large eastern jobbing concern wants serv- 
ices permanently of catalogue compiler embracing hardware, electrical goods, 
toys, sporting goods, etc. Write fully stating salary expected, experience, 
complete details. Address Box I-451, care of HarpwarE AGE, New York 


City. 





POSITIONS WANTED 








HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


BEVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 


SITUATION WANTED by thoroughly Competent Plumbing and Heat- 
ing Man, with good knowledge of retail hardware. 10 years traveling ex- 
perience. Wishes to locate with Hardware firm operating shop where hard 
work, and results, will insure a future, Best reference. Address Box I-445, 


care ‘of Harpware AGE, New York City. 





AN EXPERIENCED Builders Hardware salesman desires a position; 
references readily furnished, address Box I-434, care of HARDWARE AGE, 
New York City. 


SALES ACCOUNTS WANTED 











JACK HOATSON 


Factory Representative — 


Montana, Wyoming; Black Hills, Salt Lake. Sestastve. 
235 Hart Albin Bldg. Billings, Montana 

















EASTERN MANUFACTURERS DESIRING FIRST CLASS represen- 
tation on the Pacific Coast covering California, Oregon, Washington and 
Utah to the jobbing hardware, Pet and drug trade please communicate 
= FRED P. WINCHESTE Sharon Building, San Francisco, Cali- 
ornia. 





ADDITIONAL LINE _ OF TOOLS or specialties can be handled to 
advantage in New York State and New England, by experienced sales or- 
ganization with warehouse facilities in Boston. Address Box I-442, care 
of HARDWARE AGE, 80 Federal Street, Boston, Mass. 





MANUFACTURERS EXPORT REPRESENTATIVE having New York 
office and calling on the export commission houses, could take on an ad- 
ditional line. Would be pleased to hear from a reputable manufacturer who 
is desirous of having a New York representation. Address Box I-447, 
care of Harpware AcE, New York City. 


WILL SELL AND WORK INTENSIVELY and high grade line in 
my native state, North Carolina. Best references. Jerome Jackson, 333 
Coolspring Street, Fayetteville, North Carolina. 








Factories, garages, 


AMAZING SCREW-HOLDING SCREW DRIVER! 
Free trial 


workers buy on sight! Profit 75c each. Exclusive territory. 
offer. Jiffy 1187, Winthrop Building, Boston. 








LET US Help You Word Your *Want.” 














EXPERIENCED HARDWARE MAN 


Age 39, married, Protestant faith, desires position with live retail 
hardware store preferably in South, as salesman with view to ob- 
taining some stock in company after ability has been proven. Many 
years experience in general hardware, mill, mining and plumbing 
supplies and housefurnishing, building material and builders’ hard- 
ware line. Capable of taking. charge of stock, buying and selling 
general supervision of a store. Best of references furnished from 
oresent employer and others. Address Box I-450, care of 
ARDWARE AGE, New York. 




















SALES REPRESENTATIVES WANTED 





ROPE SALESMEN WANTED in all gags gd per cent pure 
Manila rope 17c. lb. basis, Fast selling side line, five per cent commis- 
sion. UNITED FIBRE COMPANY, 62 South Street, New York City 
(Foot of Wall St., and East River). 





PO gm poe Yo SALESMEN IN EACH STATE for manufacturer ot 
d tools id houses. 
ieauee’ 


Ities. Advise territory covered an 


hardware s 
ddress Box H-638, care of Harpware Ace. New Yprk City. 
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Classified Opportunities 








SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 








A REAL LINE 


boots—nationally known—for capable 
salesmen in every part of the U. A.—as a side line. All 
carried in stock: 21%4—8, A-D. Straight commission. Full infor- 
mation on request. Please give last five years’ employment, line 
now carried and territory. 


Address Box I-448, care HARDWARE AGE, New York. 


of fine women’s hiking 














COMMISSION SALESMEN COVERING Pennsylvania, Ohio, Mary- 
land, West Virginia, Virginia and other southern states to carry small 
line of varnish brushes to hardware and paint trade. References exchanged. 
Address Box I-449, care of HArpwArE AGE, New York City. 





WANTED—TO REPRESENT Hardware Specialties, Tools, Gun Goods, 
Cutlery or Enameled Ware Factory in Spanish Speaking countries. 18 
years’ experience. Highest references. S. D. Lucas, care of Abbott C. C. 
Co., 143rd and Wales Avenue, New York City. 





WANTED SALES REPRESENTATIVE—Desirable item for Hardware 
Jobber Salesmen. Write stating terettory of covered and experience. Address 
Box I-415, care of Hardware Age, 





EXPERIENCED SALESMEN WANTED to sell well known and_ad- 
vertised line of Star Dairy Barn Equipment, Ventilation, Hay Tools, Door 
Hangers and Garage Sets. Applicant should have some practical knowl- 
edge of construction and ability to read blue prints. Trade now estab- 
lished, but desirable that applicants have acquaintance with hardware and 
implement dealers and architects. Weekly drawing account and opportunity 
to make bonus. One man wanted for northern New Jersey, Greater New 
York and Long Island; also one man for western New York territory. 
Hunt-Helm-Ferris & Company, Inc., 1031 Broadway, Albany, N. Y. 





SALESMEN WANTED—2 live wire salesmen to sell complete line 
of hardware in northeast and north central Pennsylvania. Must be ac- 
quainted with line and known on territory. Commission basis. Age and 
—- required. Address Box I-428, care of HArpwareE Ace, New 

ork 





EXPERIENCED BUILDERS’ HARDWARE 
sent us in the States of Illinois, Indiana, Iowa, Kansas, Kentucky, Minne- 
sota, Missouri, Nebraska, North Dakota, South Dakota, Tennessee and 
West Virginia. Give complete oe stating age, experience and 
references. Chantrell Hardware & Tool Co., Reading, Pa. 


SALESMAN WITH CAR to represent a leading tool and Electric Drill 
Manufacturer in Eastern Pennsylvania and Southern Ohio. Give refer- 
ences, experience, and full particulars. Address Box I-444, care of Harp- 
warE AGE, New York City. 


SALESMEN to repre- 











to handle. 


SIDE LINES FOR SALESMEN 


Many good salesmen are looking for profitable “Side Lines” 


What have you to offer? Give details—insert your ad in the ° 
Opportunities Section” of this paper and you'll be reasonably sure to find » 
reliable salesman to represent you. 


"Classified 














Get ALL 
PROFIT _ the 
Kester Line 


Holds for You 


the 





If you are not handling the entire Kester line 
—tive solders; one for every need—you are 
not -ollecting all the profit that is being 
3 earned for you. 

CRY A solder for every need. The flux is right 
in the core of the solder. Only heat is needed. 
KESTER SOLDER COMPANY 
4205 Wrightwood Ave., Chicago, ll. 
Formerly Chicago Solder Company—HBstablished 1899 





Order today 
from your 
jobber. 


ESTER, SOLDER 








Want a Position? 


When hardware concerns want expert 
enced help they naturally turn to the 
“Positions Wanted” column of the busl- 
= paper that dominates the hardware 


— paper is HARDWARE AGE. 
want a position—use the 


HARDWARE AGE Classified Oppor- 
tunities Section. 











COLORED 
GLASS KNOBS & PULLS 
NOW ... they'll pa even wiinnecee 











Here’s a real salesman! 


E stands neat and trim, right up on top of your sales 
counter. He catches the eye of your customer, shows 
him all the colors you carry. .and almost completes 
the sale himself! Mr. Tegco comes in this new display-container, 
ready to go to work for you the moment he enters your store. 


Assortment No. 129 


12 dozen knobs and 6 dozen pulls to match 
Jeight packed for shipment 35 Ibs. 


Contains: 


If your jobber is not prepared to 
serve you, write to us for the 
name of the nearest distributor. 


Manufactured exclusively by 


TECHNICAL GLASS CO., Inc. 


2025 E. 48th St. 296 Broadway 
Los Angeles, Cal. New York 
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INDEX TO ADVERTISERS 











published as @ convenience and not as a part of the advertising contract. 


Byery care 


will be taken to index correctly. 
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WOOD SCREWS 


Rivets Roofing Nails Scratch Brush Wire 


THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
George E. Quigley, Detroit 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
G. M. Baird & Co., Memphis, Tenn. 









Demonstrate Them 


“Seeing is believing.” Show 
customers how Lidseen Oilers 
function—how they oil machin- 
ery in motion, overhead or below, 
without wasting time or oil. 






JIGNVH GNV 
1NOdS G30713aM 


OFEEVER © 
A drop or a stream, with per- 
fect control. They’re drawn of 
heavy cold rolled steel. All 
welded. No threads to wear or 
break. Every oiler guaranteed. 


LIDSEEN 
OILERS 


come in 3 styles: Push Bottom, 
Force Feed and Pump. Sizes 
\% pt. to 1% qt. with 3” to 23” 
spouts. Sold by leading Jobbers. 





Send for Catalog. 


Manufactured by 


Gustave Lidseen, Inc. 
824-862 So. Central Avenue 


CHICAGO, ILL. 





























If you are one of the for- 
tunate dealers who have a 
DOMES of SILENCE Dis- 
play Cabinet, keep it on 
your counter working for 
you. It pays good divi- 
dends on the small 
space it occupies. 


DOMES f SILENCE 


Better than Casters 









If your Jobber ° 
cannot supply 
you—write 

us direct. 


We also make all 

grades of Sliding 

Casters, Pin 

Slides, Felt Slides, 
etc. 


a 
DOMES of SILENCE, Ine OK 


21 Pearl St., New York City 

















POULTRY NETTING 
, Galvanized Before and Galvanized c/fter Weaving? 

r-  nnencemcameag AA A AC RACE CAD CACHES. 3 ak cm OO a 
and & 
inish 


A bike vee ha 


“€& Look for the tag, carrying our name, at the end of every roll! 


Z— The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


Mew York City Georgetown, Conn Kaseee Oe 




















HARDWARE AGE for JULY 25, 1929 








Ut 


BLOOD’S BUSH HOOKS 
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W. C. KELLY “PERFECT” 


DITCH-BANK BLADE 


A fast cutting tool for Under-brush and Weeds 


For clearing Ditch banks and Railroad Right-of-way; trimming Trees, cutting Hedges, ete. 








Full polished, surface etched 
No. 35—31% lb. blade. Length of blade 21 in. Cutting edge 19 in. Length over all 70 in. 
Weight, handled, approx. 414 lbs. 


Packed 1 doz. in a crate; weight, approx. 70 lbs. 


KELLY AXE & TOOL CO. CHARLESTON, W. VA., U. S. A. 
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The Walworth Master Stillson 
Comes Through on the Job 





RED STEEL Handle 


Hardened and toughened by Wal- 
worth’s Pyrochron process, the new 
Master Stillson is 50% stronger than 
The Red Handle even the famous old Walworth Still- 
son. You'll know it by the red handle. 


Identifies the Genuine With steel handles in sizes 6 to 48 inches. 


With wood handles in sizes 6 to 14 inches. 


WALWORTH 


Walworth Company, General Sales Offices: 51 East- 42nd St., New York 
Plants at Boston, Mass.; Kewanee, IIl.; Greensburg, Pa.; and Attalla, Ala. 
... Distributors in Principal Cities of the World... 

Walworth Company, Limited, 620 Cathcart St., Montreal, P. Q. 
Walworth International Co., 11 Broadway, New York Foreign Representative 




















